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kough Proofs 


- Carson, a Plymouth deal- 
his girl assistant, Jerry 

vile, get mixed up in their first 

strip episode with a moving 

iripping blood. 

ave they decided.who gets the 

dio and movie rights? 


, ¥ ¥ 


‘Does your cigaret taste differ- 
nt lately?” 

Yes, and it even looks different, 
f you have started rolling your 
with Bull Durham. 


_ a, 


Veterans of the last war, the 
eal masters of the roll-your-own 
chnique, admit that it isn’t so 
asy to turn one out with one hand 
vhile riding horse back. 


el 


Less than half the adult popula- 
ion of Minnesota smoke cigarets, 
ays the Minneapolis Sunday Trib- | 

e, but it isn’t indicated whether | 
the figures were compiled before 
smoking became a privilege and 

t a habit. 

v v v 


Gladys the beautiful reception- 
t says maybe those people who 
re complaining about the short- 
we of cigarets ought to be told 
hat there is no shortage of war 


ia a 
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“Women Increase Use of Bezuty 


CIO to Seek End 
fo Grade Label 
Restrictions 


Unions Plan to 
Renew Efforts Before 
Congress Next Spring 


Chicago, Nov. 23.—Although the 
CIO, at its annual convention here 
this week, took no official action 
on the subject of grade labeling, 
it became obvious that the union 
organization will soon renew its 
efforts to make grade labeling the 
basis for OPA price controls. 

Nate Cowan, legislative director 
for the CIO, told ADVERTISING AGE 
that the organization will defi- 
nitely lobby before Congress next 
spring to eliminate present laws 
forbidding grade labeling. Last 
summer, he explained, Congress 
defeated the CIO and consumer 
lobbying organizations in their 
effort to make grade labeling com- 
pulsory, by forbidding OPA to re- 
quire statements of grade unless 
the grades involved were com- 
monly used by industries. 

Several months ago, in an 
amendment to the act retaining 
the Commodities Credit Corpora- 
tion, Congress provided that no 
federal funds could be used *o pay 
the ,salaries of anyone setting 
pricés based on #srades. 


: 2 
* ££" A 
PRESENTING THE FIRST NUME a oF 
A SENSATIONAL NEW STEEL Lt 
EDUCATIONAL 


JUVENILE 
FURNITURE 


Bendix Aviation 
Sued by Bendix 
Home Appliances 


New York, Nov. 22.—Bendix 
Home Appliances, Inc., South 
Bend, Ind., brought suit in New 
York Supreme Court today, asking 
an injunction to restrain Bendix 
Aviation Corporation, Detroit, 
from using the Bendix name on 
radio sets for home use, and for 


LEWYTOY—New desk and chair, first 
of the postwar products that will be 
produced by Lewyt Corporation, Brook- 
lyn, are now being publicized in Novem- 
ber issues of Toys and Novelties and 


Playthings. About 2,000 to 3,000 desks |damages and an accounting of 
are exoected for the Christmas mar- | profits. 

ket. Later ads will be used to pro- Bendix Home Appliances also 
mote Lewyt's proposed new line of |asks the court to decide its right 


freely to use the name Bendix in 
connection with the sale of home 
appliances of its own manufacture. 
Bendix Aviation recently an- 
nounced its intention to enter the 
home radio set business and is re- 
ported to be developing merchan- 
dising and advertising plans for | 
the new sets with its advertising 


Close Controversy 
Continues ds NBC agency, MacManus, John & Adams, 
Denies ‘Pressure’ factured at its aiaek in Baltimore. 


educational juvenile furniture. 


Claims Public Confrsed 


New York, Nov. 23.—The con-;' Bendix Hume Applianves, maker 


Feed Manufacturers Start 
“Descriptive Labeling Plan 


GMA Seeks to Combat 
A-B-C Advocates with 


‘Positive’ Program 


New York, Nov. 23.— Grocery 
Manufacturers of America, meet- 
ing in 36th annual convention 
here this week, adopted a “posi- 
tive program” of descriptive label- 
ing to combat advocates of gov- 
ernment ABC labeling standards. 
Surveys have shown that “nine 
out of ten people say they read 
labels often,” said Stuart Peabody 
of the Borden Company, chairman 
of the operative committee of 
GMA’s public information com- 
mittee. “This emphasizes to me 
that we must meet this public de- 
mand satisfactorily. 
“Although most people have 
definite opinions on grade as 
against descriptive labeling,” Mr. 
Peabody said, “they don’t clearly 
understand the _ significance of 
grade labeling. We have found 
that when people were asked to 
check the most important f 
characteristics used in arriving 
a governmen! grade, the infor) 
tion given On descriptive la 
was considered far more impor’ 
than the characteristics used 
arrive at a grade. 

Stresses Nutritive Value 


oo tae 


aaa.) 


\ids,’ headlines ADVERTISING AGE. " 
3y i : - “For example, the most popi ie 
By - time __ = of Sees Favorable Action troversy stirred up last week when | of the Bendix home laundry, said | characterist.c_—nutritive value ‘os 
- hee ee oe oo eae . , it became known that NBC was not | its president, J. S. Sayre, in an-| not considered in grade label : 
zed that grade labeling ought to} al peat ty 3 = that — rs renewing its contract with Upton | ncuncing the suit, “has created and | [f this were clearly expressed, a 
e very useful. foe pot : tie ment og ed —r" he Close and the commentator would|owns reliable good wili in the| might find a rapid decline in 
froacths y oye os theuaiie, the no longer be heard on NBC after] trade name Bendix for home — interest in grade labeling.” me 
ere . F Shey . | Dec, is still ve much in the/ances.” His company contends , Sant ; inaeti ei 
CIO has a good chance to obtain ec. 10 is still ry much in th 7 Mr. Peabody emphasized 7 


Niles Trammell denied that Up-| 
ton Close was dropped as an NBC} 
mmentator because of political 
essure. Maybe it was just be- 
1use Upton refused to get a hair 
ut 
v v v 


Parold Ickes thinks the election 
roved that people don’t pay at- 


favorable action by Congress: be- 
cause a number of Congressmen 
who formerly fought grade label- 
ing had been defeated in the elec- 
tion. 

The CIO maintains contact with 
the OPA through a cost of living 


public eye, despite NBC’s public| that use of that name by Bendix 
denial that M>. Close was “released | Aviation for the new radios is “de- 
because of outside pressure.” | ceptive and confusing to the trade 
|}and the public, and constitutes an 
attempt by the aviation company 
to trade upon the reputation and 
good will of the home appliance 
company.” 


Charges by Mr. Close that his 
broadcasts were considered “‘obiec- 
tionable” because he had discussed 
the “dangers of Communism” are 
“completely false,” Niles Trammell, 


committee headed by Donald 


the United Automobile Workers 


Montgomery, consumer counsel for | 


Bendix Aviation, it was ex- 
plained, was instrumental in the 
organization and early operation of 


president of NBC, declared, point- 
|ing out that Close was notified of 
|NBC’s decision “during the sum- 


growing need for the grocery in- 
dustry’s recently organized public 
information program, “Last year,” 
he pointed out, “57% of those in- 
terviewed thought that govern- 
ment control of industry would re- 
sult in good or better food. This 
year, those who hold this view 
have increased to 59%—although 
the number believing the govern- 
ment would give them better food 


niion to the newspapers any|. : aii ) L : 

re, but this doesn’t necessarily > ag ee ee mer months as a matter of network | Bendix Home Appliances, and has been cut to half.” A study of 
mein they’re paying more atten-| yy, 6 ncaa p ea attend | OPerations.” thereby consented to the latter's! profits of 50 representative manu- 
tiene : So ’ NBC has a standing policy, Mr.|use and ownership of the name} factyrers showed that the public 


to Ickes. 
v v v 


Writers of best sellers, magazine 
liiors and newspaper columnists 
have been kicking ‘“disinter- 
’ around would refuse to ad- 
hat criticism of their use of 
vord is entirely disinterested. 


~ 


This is the kind of joke they 


the annual convention, but other 
spokesmen indicated that the last 
hope OPA and CIO supporters of 
grade labeling had—pbefore the 
election — was: shattered when 
Comptroller General Warren ruled 
against the OPA in the matter of 
using Department of Agriculture 
grades as a basis for interpreting 
industry standard grades. 

CIO officials reaffirmed their 
long-standing position that, with- 
out grade labeling, there can be 


Bendix in the home appliance field, 


Trammell continued, that “the se- 
(Continued on Page 53) 


(Continued on Page 49) 


Last Minute News Flashes 


Pan American Coffee Protests OPA Ceiling 
| New York, Nov. 24.—Pan American Coffee Bureau is using 829 
papers from coast to coast for a 750-line statement in answer to OPA’s 
peers to allow an increase in the 1941 ceiling on green coffee, pro- 
testing continuation of the wartime “recovery” prices, and saying that 


| thought that the profits of grocery 
manufacturers were too high— 
even though these profits declined 


Parker Watch Uses 
NBC as Forerunner 
to Large ‘45 Drive 


New York, Nov. 23.—As 


the 


at st advertising conven- jor eieciive ets Rig engine only an eighth-of-a-cent-a-cup increase is needed to bring about a| opening gun of 1945 national cam- 
¢ c 5 Yi . 5 ; 4 > 4 a] T = - » . . 

wat Goes. the talking hen say|ines soit thew will esek impos. adjustment. Agency is Grant & Wadsworth |paign in magazines, newspapers, 

re en dy as _ | business papers and radio, Parker 


she lays a square egg?” 
u tell me.” 
ch !" 

>, + ¥ 


Petrillo thinks that new tax 
cords will ultimately give the 


a fund of $100,000,000. How | 


| they 
(Continued on Page 50) 


| , 
Wartime Savings 


are economy backlog. 


Nestle’s Promotes New Evaporated Milk 
New York, Nov. 24 Nestle’s Milk Products is 
| tensive campaign in about 250 newspapers, to run until the 
| the year, on its new Nestle’s evaporated milk, which will be 
nationally, replacing Nestle local brands, Lion, Everyday and Alpine 
Leon Livingston Advertising Agency, San Francisco, is the agency 


in- 
of 
narketed 


launching an 


first 


| “ted” 
| 


Watch Company will launch a 12- 
week series Dec. 2 on 34 NBC sta- 
tions coast-to-coast, the main em- 
phasis of commercials to be placed 
on the 6th War Loan drive. 
Parker’s first use of network 
radio will entail dramatizations of 


1 you like to live the life of ‘T W. i F 
: : shington the lives f leading Americar 
or an unemployed union| 0@ Im ashington, ¢_p_p Takes Over Kay Kyser Program ae ig A yee pen Agger so 
ian? | Page 28. Other features: | ~ New york, Nov. 24.—Colgate-Palmolive-Peet Company will sponsor | it) President Roosevelt as com- 
ed | Editorial 12| Kay Kyser’s “Kollege of Musical Knowledge” for Palmolive soap and} mander-in-chief. Titled “These 

ria Tr r ‘ ” y 4 

iyers in Chicago market jump yy fe 12 | Colgate dental cream, through Ted Bates, Inc., on NBC for a full hour| Are Our Men,” the series will be ” 

* says a news item. a Wednesday nights. starting Dec. 27. The Kyser show is being dropped heard Saturda 2-2:30 p. m., 
ne of them will have to jump | Feature Page 37 by American Tobicco Company Dec. 20, Format will be unchanged te with b+ ekly ae ar 

er than that if they expect to} Getting Personal 42 , A , rough Sterling Advertising 
full supply of civilian goods. | Information for Advertisers 12 Canada to Maintain Newsprint Supply Agency, New Y' rk newly-ap- 
| Obituaries 52 Washington, Noy 24.—Canada, chief source of American newsprint pointed wa he AM iTKE! . "Jar oar 
fi ihe i . : will maintain exports at the current 200,000-ton-a-month rate during all-me lia’’ drive in January. 

Photographic Review 55 "ae ; h« of 1945, WPB said today Details on the magazine, newspa- gi 
en the Army plays the Navy, | Postwar Plenning 44 the first six months of 1945, said today. per and business paper side of the : 1a 
oe 9 classic example o el »p.: : ° ° ‘ drive are now in _ preparation, > | 

tee meeting the im. | Private Lines 41 Gas Appliance Makers Appoint Hill Agency iis chile. orth invélne iareuaen bhi 
t. Rough Proofs 1} New York, Nov. 24.— Association of Gas Appliance & Equipment) o¢ time signals on major stations 
| : rol l ign } nh majo! [ 
Copy Cus. Voice of the Advertiser 32 | Manufacturers has placed its account with Hill Advertising, Inc n America’s first 65 markets 
Se 
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* Serr te ’ ssi? le 
from 4 2/3 ¢ per dollar before | heads of other trade i ns| labeling. 5. Trademarks, brand 20% expansion in our industry. 
the war 1 244 cents in 1943 and the trade press, ers and advertising. was natural, thexzefore, that the 
“Last spring,” Mr. Peabody said,| of other indusirie In facing our problems we had;GMA members reporting we 
“the public believed the average; The next promotion is 1@ advantage of soundings made| confident of their abNity to reen 


wartime profit of manufacturers/ descriptive labeling campaign|of pubiic opinion. 
was 26% —and that a profit of 10% | sketch, which will be issued to} grocery manufacture 
was reasonable. This fall the pub-| members about Nov. 28. Included 


profit was 7%.” be filed under “D” for descrip- | suggestions to offer a: 
: ive labeling), and a basic booklet} might do to help. 
Outlines Program tive labeling), a a basic booklet | migh » to p 

Miss Mabel Flanley of Flanley 


& Woodward, counsel to the public! sented at separate previews to 
information committee, outlined trade publication, women’s maga- 


gram, 

The first two in a series of pro-| 
motion pieces on descriptive label- 
ing, described by Miss Flanley, 
were “A Frank Statement from a 
Student,” mailed to the GMA Grocery manufacturers will be 
membership on Nov. 1, and a new urged to adopt descriptive labels 
booklet, “Where Do You Stand on their own packages and to pro-| 
on Grade Labeling?”, mailed to mote them as a part of the pro- 
the GMA membership on Nov. 6./ gram. 

The booklet is being distributed In the over-all PIC program, 
with a personalized letter to GMA| Mr. Peabody said, “we felt it! 
members, who will order copies} necessary first to program the long! range from 10-100%. 
for their own people: Their label-| haul subjects for early develop- 
ing committees, sales and advertis- | ment: These were: | 
ing departments, and advertising| try’s part in the war effort. 2. Our | 
agencies. It is also being sent to| service to the home front. 3. The| survey, the 
women in the food industry, to| truth about profits. 4. Descriptive 


groups. |fed nation on earth.” 


Asks Grocers’ Cooperation | 


“To the question, 


rs’ 
output énd tremendous 
lic’s opinion as to a reasonable|in it is a ready-made folder (to! plishments in the war, they had no 


about the program. | “We were encouraged by the| 
| The campaign kit will be pre-| fact that 70% of the people talked 
and thought that the quality of| 


| processed foods had remained the|and processors are determined t 
the steps being taken to project| zine, newspaper and radio editors.| same during the war years. 


Yet, 
the new descriptive labeling pro-| At the same time, the PIC will! only 27% believed that food man- 


issue booklets for schools, libraries,| ufacturers had contributed most | 
women’s clubs and- consumer] toward making America the best| 


Expect Production Incre:ses 


they 


1. Our indus-| tained at wartime levels. 


the/ ploy returning servicemen and || A Wonderful NEW CONVENIENCE at | 
increase in| women.” dang 
accom- 


all their extra wartime employes 


'and women. 


of Opinion Research Corporation 


told the meeting that “The public | eV" 
is very well aware that there is a er YOU MAY CHARGE ANY 4 Mouny 
| GI Bill of Rights, and that this bill : 


are| guarantees a man his job back. . 
the prospects for postwar employ- 


ment in this country?’,”’ Mr. Pea-|9 to 1, 
body said, “61% of our members 
|who replied declared that 

|expect production increases 
their companies after the 


ion pressure in your cOmmunities 


indicated increase in| that is possible to back you in get- 
food manufacturing will reyuire a| ting that job done. I think that 


The twain meet and merge in 


Harpers 


MAGAZINE 


In Harper’s you learn what Important People are thinking 
In Harper's, Important People learn what you are presenting 


The clearest demonstration of the place of Harper's Magazine in your own calculations, 
is reading a copy of it and noting the kind of advertising which it carries. 


It is time to raise your sights and to be highly selective in directing your 
advertising. Better to have one important individual intelligently recommend- 
ing your product, than a hundred apathetic “constant readers” vaguely 
aware of your trade name. 


Think it over. People who want to know what leaders are thinking, are pretty 
apt to be thinking people themselves. And they make tremendously impor- 
tant people to have on your side. 


if you would like o complimentary copy of the November issue, please send your request to Business 


Manager, Harper's Magazine, 49 E. 33rd St., New York 16. It may help to clarify your own thinking. 


you could count on great public 
opinion pressure for fair play for 
the veteran.” 


Says First to Convert 


Paul S. Willis, president of 
the GMA, predicted that the food 
industry will be the first major 
American industry to convert fully 
to peacetime production require- 
ments. He also believes that “our 
market will be very great. We 
| know that civilians will consume 
between 10-15% more food when 
| they have the money and the con- 
| fidence in the future.” Also, the 
cash value of farm products will 
| probably reach 20 billion dollars 
in 1944. “This figure becomes 
|more impressive when we realize 
thal i ! iod before the war 
1 income averaged 

billion dollars a 


grew from a 49 


dustry in 1940 toa | Erector Junior of wood through 


r industry in 1944. 


ible that average} Comic Weekly and Metropolitan 


1ich are now 13% | 
will come down 
s peak—but Con- 
ted to a policy of | 
> farm crop prices | 
h 10% below par- 
wo years after the 
n. Thus we can 
expect no siiarp collapse of the} 
farmers’ prosperity and they will 
continue to be good customers. 
“Labor, too, will retain much of 
its wartime gains. Industry wants 
to see labor prosperous because 
this means the purchasing power 
of labor will continue at a high 
level.” Mr. Willis urged the 
;need for the public information 
| Seogenee and asked the support of 
| grocery manufacturers for it. 
| Mr. Willis was reelected presi- 
ident for the 13th time. G. C. 
| Pound of Kraft Cheese Company | 
|was named first vice-president, | 
| succeeding W. R. Barry, General | 
| Mills, Inc.; O. E. Jones, Swift &| 
|Co., was advanced from third to| 
| second vice-president. A. C. Shat- 
tuck Jr., Drackett Products Com- | 
pany, was reelected secretary and | 
|B. E. Snyder, R. B. Davis Com-| 
pany, reelected treasurer. 


American President 
Lines Name McCann 


American President Lines has! 
retained McCann-Erickson, New| 
| York, as advertising counsel. The 
line has filed application with the 
|Civil Aeronautics Board for per- 
mission to operate an integrated 
sea and air transport service with 
fast, frequent low-cost air trans- 
portation to the Orient. A hearing 
is set for Feb. 1. 

The company will operate 30 
ships in foreign trade after the 
war, the largest number in its 78- 
year history. 


Ayer Names Four V.P.s 
Howard G. Rose and Charles 

R. Hogen of the New York office | 

of N. W. Ayer & Son, Wallace Orr, | 


| 


agency’s Philadelphia office, and 
Pierce Cumings, copy supervisor 
in the Ayer headquarters, have all 
been elected vice-presidents of the 


agency 


head of special service in the || 


oe 


Not only do food manufacturers 
plan to rehire every returning 
; to what we|serviceman, explained James. S. 


|Adams. president of Standard Y Ch 2 
Adams, (president of | Standard || Qn Your Gnarge Account 


of the members expect to retain 


provide jobs for additional men 


Dr. Claude Robinson, president 


Also, the public, by a vote of about oO 
believes that servicemen | Mi 
should be given their jobs back. I | . 
dare say that there would be a/ : 
for| good deal of friction and mis-| 
to| understanding in the handling of 
Seventeen/ this colossal and delicate job of 
per cent see production main-|returing men to their jobs, and || 


If we} you will need all the public opin- 
can safely project the results of this 


|in the Fawcett comic group, and 
|in Popular Mechanics and Popular 


| Hall of Science,” half the ad illus- 
|remainder is devoted to an illu 
|not manufactured this year due ! 


| worth of war stamps throug 


{dvertising Age, November 


BUY = WAR BON) 


Thus Dating ) 
a Maximum ot 
Before Payme 
at No Extra ( 


, 


) 


, 


ae OF “E" BONDS ........., 


\eo / A 
‘ 


| CHARGE IT, PLEASE — The Boston 
| Store, Providence, R. |., used this ad 
| in the Providence Sunday Journal! ¢. 
offer series "E'' bonds to customers or 
a charge basis giving a maximum of 
7| days to pay. The store assumes a 

accounting and financing burdens. 


Gilbert Xmas Ad 
to Run in Comics 
and Magazines 


New Haven, Conn., Nov. 22 
A. C. Gilbert Company 
launched an intensive Christm 
|advertising promotion, throug 
|Charles W. Hoyt Company, New 
| York, for its “smooth toys from 
| the Gilbert Hall of Science.” Gil- 
| bert is promoting a chemistry set, 
a polarizing microscope, and a new 


half-page insertions in Puck—the 


Sunday Comic Group. In addit 
full pages are being employed 
boys’ magazines—Boys’ Life, Open 
Road for Boys, Young America, 
and Young Catholic Messenger 


Science Monthly. 
Captioned “Hello, Boys! Loo 
these smooth toys from the Gilbert 


trates Gilbert products availabl 
for the Christmas trade, whil 


tration of the Gilbert Erecto. 
American Flyer Train which 


the shortage of metal. 
Gilbert hopes to raise $25,000 


offer of a 52-page book of rail 
tales, “Road of the Rails,” t 
boy or girl pledging to buy 

cent war stamp in December 


O’Brien to Blatz 

E. L. O’Brien, for several 
sales analyst and market res' 
director of Christian Feige! 
Brewing Company, Newark, 
previously in a similar po 
with P. Ballantine & Sons, ve 
ark, has joined Blatz Br 
Company, Milwaukee, as 
promotion and _ merchan 
manager. 


“MEET YOUR CONTRACT( 
BUILDER CUSTOMER”- 


the sensational descriptive booklet 

the Building Market. Contains inform 
tion impartially presented that's eos 
understood about the building that c 
the talking is about. 


Send for a copy of this booklet, jv 
off the press, or ask your advertisir 
agency about it 


59 East Van Buren 
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True Story has the ‘common touch” \\\¥4{\\ 
that opened an influential magazine y 
route to new millions. 
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TWO GREAT FORCES which made NEW MILLIONS RESPOND 


Pilgrim’s Progress, written by the humblest Wage Earner of his time, “furnished the simple 
Bedfordshire cottagers for whom it was written with a reflection of their own inmost struggles 
and aspirations in a form which combined the fascination of the novel and the romance of 


adventure’’, says R. M. Lovett in his epic History of English Literature. 


This was said of Pilgrim’s Progress. How well it could have been said of True Story whose 
editorial formula grew out of stories by the Wage Earner millions and for them. As 
John Bunyan gave birth to the novel, True Story created new magazine millions—and 
brought in its wake tens of millions more for other new magazines as well as influencing the 


pattern of older magazines, the thinking of movies, radio, newspapers, even advertising itself. 


No man, no book, no institution or product ever grew great without the endorsement of 


With I on-Stories Like These Se aie - —_ power of the Somme os in True Story “ never so rneinnae 
— as it 1s today. IS A power apart, unique—ol greater importance and value to advertisers 
True Story Helps the Wage Earner Millions 
Meet Wartime Problems of Today 


@ How one young woman whose husband was killed in action 
met remarriage (December’s True Story) . . Page 21 


- . p : FOR 25 Y ARS THE WAGE EARNERS’ FAVORITE MAGAZINE 
e How a serviceman solved the Americanization problem of 
his foreign bride. (December’s novelette) . . . Page 32 


e A True Story family shows how Christmas gifts can be pa- TH JON MAN, WELL INFORMED, IS THE GREATEST 


triotic and still useful, lovely and gracious. (A Home- 


maker feature, December) . . . ... .. Page8l . FC IWARD BUILDING THE AMERICA WE WANT. 


than ever before. 
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4 
‘Times-Star’ Appoints 


Albert H. Parker, local advertis- 
the Cincinnati 
been appointed 
manager of the eastern advertising | 
office at New York, succeeding the 
Clemens H. 
advertising 
E. Dhonau 
has been appointed classified ad- 


of 
has 


ing manager 
Times-Star, 


late Martin L. Marsh. 
Bayer becomes local 
manager and George 


vertising head. 


A FACT 


@ The “postwar” building mar- 
ket is STARTING Topay. 


@ Architects are up to their 
eyes in work, 


MORAL—to pre-sell active 
architects, use 


Pencil Points 


The Magazine of 
Progressive Architecture €,~. 


wank 


Wild ttn tt tarry 


| 
| 
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Socony Sponsors 
‘Info Please,’ 
Replacing Heinz 


| on Feb. 12, replacing H. J. Heinz 


New York, Nov. 22.—Socony 
Vacuum Oil Company, New York, 
will take over sponsorship of ‘“In- 
formation Please,’ Dan Golen- 
paul’s $10,000-a-week quiz show, 


Company, Pittsburgh, which ends 
its sponsorship after two years as} 
part of a new “decentralized” | 
merchandising and _ advertising| 
program, which will give more 
emphasis to newspapers. “Infor- 
mation Please” is heard Monday 
nights on NBC. 

The change will mean only a 
slight increase in Socony Vacuum’s 
advertising budget for 1945, 
through Compton Advertising, 
Inc., said Eben Griffiths, advertis- 
ing manager. The oil company! 
will discontinue sponsorship of 
Raymond Gram Swing four nights 


Ld 

a week on the Blue Network, 
about Jan. 1. Its magazine cam- 
paign will continue unchanged. 


Plans for promotion of “Informa- 
tion Please” have not been set. 
Heinz will announce soon de- 
tails of a “decentralized” campaign, 
through Maxon, Inc., in which re- 
gional Managers will be given a 
greater voice in media and plans 
and Heinz’s more than 100—no 
longer ‘57”’—food varieties will 
receive greater promotion, said 


Franklin Bell, advertising man- | Coca - Cola 


ager. 


HEINZ RUNS RECORD 
RAISIN CAMPAIGN 
Pittsburgh, Nov. 22.— With 
full page in The Saturday Eve- 
ning Post and large space in other 
magazines, H. J. Heinz Com- 
pany, a national distributor, is 
giving Sun-Maid raisins in the 
last two months of this year their 
most intensive promotional push 
in about 10 years. About $120,000 
will be spent for Sun-Maids in 


this period, through Maxon, Inc. | 


Plans for 1945, said Franklin 
Bell, Heinz advertising manager, 
will depend on crops, government 
allocations and the paper shortage, 


al 


| 
| 


| 
| 
| 
| 


Sy 


Advertising Age, November 27 


but “heavy schedules” are planned. 
The raisins are produced by mem- 
bers of the Sun-Maid Raisin 
Growers Association, Fresno, Cal. 


Coca-Cola Drops 
Program; Electric: 
Firms Take Spot 


New York, Nov. 22. — When 
Company, Atlanta, 
gives up the Sunday 4:30-5 p. m., 
EWT, spot on CBS Dec. 10 and 
“Pause That Refreshes on the Air” 
is discontinued, Electric Compa- 
nies Advertising Program will 
take the time for its institutional 
series, starring Nelson Eddy. The 
latter show moves Dec. 17 from 
Wednesday, 10:30-11 p. m., EWT, 
continuing on the full CBS net- 
work. 

Eversharp, Inc., Chicago, will 
move into the CBS Wednesday 
night half-hour Dec. 20 with the 
Milton Berle program, “Let Your- 


self Go,” currently heard on the 
Blue, Tuesday 10:30-11 p. m., 
EWT. 


Coca-Cola is handled by D’Arcy 


When your 
POSTWAR PRODUCT 


reaches Main Street.. 


ae” 
ad 


of 


Wy 


Blue prints today...finished products tomorrow! Somewhere in that 
sequence alert manufacturers should plan for new dealer identification and 


valuable ‘‘window-advertising’’ on thousands of Main Street store fronts. 
where to buy’. And Meyercord 
Decal window signs are the ideal method to do the job. Genuine 
Meyercord Decal Signs are durable, washable and can be produced 

in any shape, size or number of colors. They're easily applied and 


It's the ideal spot to tell customers 


afford more night-and-day advertising value per dollar than 
any other medium. Learn the complete Meyercord Decal 
story...now...for better postwar business. For prompt 
attention address inquiries to Department 39-1], 


<< ere es 


--NATIONAL ADVERTISERS !-. 


Identify yo 
siens and 


. 


ir Pp 
ers to ne 


ord Decal window 

Spot in 
new custom- 
otreets 


rdealers with Meyerc 
lude “Look for T 
ng to direct 
’ost War Main 


! 8s Sign 
} 


f Window-advertise it 
with 


MEYERCORD 
DECALS 


|/return to its former basis J 


ack hac at ee 


Advertising Company, St. 
N. W. Ayer & Son places th 
tric companies’ show, and 
Company, New York, is the 
sharp agency. 
Van Camp Changes MBS - 
Stokely Bros. & Co., | 
apolis, which reduced its \ 
series last spring from a { 
weekly to a weekly progran 


Ww 


at the same time changin: ¢ 
program. “Luncheon with Lijez” 
heard Friday, 1:30-1:45 ; 
EWT, on 129 Mutual station 
be discontinued Jan. 26, ar he 
new series, featuring Frank No. 
vak’s orchestra and the Land 
will be heard Monday, Wednesday 
and Friday, 11:30-11:45 a. m. 
EWT, on the same number of sta 
tions. The program will promote 
Van Camp’s food products. (al. 
kins & Holden, New York, i 
agency. 


C&O Lines on Mutual 


The Chesapeake & Ohio Ra 
Company, Cleveland, on Ni 
begins sponsorship of “Let’s Fa 
the Issue,” weekly forum 
audience participation. show, Sun- 
day, 5-5:30 p. m., EWT, on more 
than 200 Mutual stations, 
dorsed by the American Bar Agsso- 
ciation, the program will feature 
two members of that group and 
two guests each week, discussing 
such topical issues as “What should 
be done with government war 
plants after the war?” etc. Leland 
Rex Robinson will be permanent 
moderator, and the series will be 
managed by Sherman H. Dryer 
formerly radio director of the Uni- 
versity of Chicago and now a Mu- 
tual network producer at Statio: 


| WGN, Chicago. Agency is Kenyon 


& Eckhardt, New York. 


Sapp to Red Rock 


Kenneth Sapp, formerly busi- 
ness manager of the Republican- 
Times, Ottawa, Ill., and onetime 
assistant manager of the advertis- 
ing and sales promotion depart- 
ment of Georgia Power Company, 
has joined Red Rock Bottlers, At- 
lanta, as sales manager. 


a 


Ere 


DIESEL’S 
TWO MARKETS 


ARE AS DIFFERENT AS 


DAY ano NIGHT 


The Diesel Engine is de- 
signed for specific types 
of work which divides into 
two broad markets 
LAND and MARIN:. 
That's why Diesel Publi 
tions publishes two ma‘ 
zines — DIESEL POW 
and DIESEL TRANSPO®- 
TATION for the LA? D 
Diesel — MOTORSE ! 
for MARINE Diesel. 


If your product sells 

only one of these mark: 
you need the Diesel P 
lication which hand pi 
from the broad Die 
field those specificly 

terested in your phase. 


Sw 
wet 
a 
~_— 


_— 


_ 


If you sell both market 
there's an advantageou 
combination rate. 


DIESEL PUBLICATIONS, INC. 
192 LEXINGTON AVE. 
NEW YORK 16, N.Y. 
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Ruins of old Barnsley Manor, near Kingston, Ga. 


The Ghost of Barnsley Gardens 
had much to do with it... perhaps 


I THAT eerie hour between dusk and dark. 


today. And all this it supplements with other spe- 


reproduction with liberal use of full color and 


s d against a backdrop of gaunt arches and cial features close to the hearts of Georgians. duotone; added many editorial and pictorial fea- 
types crumbling walls. it is said that the ghost of Godfrey Therein lies the reason for The Journal Magazine's tures. As intense as it already is. even higher 
5 into Barnsley, dead these many years. returns to the amazing popularity. readership is a certainty, 
be ruins of his ancient manor house near Kingston, Publication Research Service (conductors of the Couple this readership with The Sunday Journal’s 
RINE. Georgia. “Continuing Study”). in their survey of August 3] oc” deecihes snasioninena all A.B ©. Aa vd ts 
bli As the legend goes. Godfrey Barnsley was the 6, 1944. show it with a readership of 90° of the SA 6M; entices family eeiiaiieaia al all aed Geor- 
sca second son of an English oe in 1850, with ‘ women, 82% of the men. Exceedingly good. aia dean “the lace ime elecubetian in 
Ww fortune won in cotton trading, and a lovely bride And that is the readership to which the new Dixie. Add the effectiveness of roto reproduction 
PC at his side. he chose a site mid the rolling hills of roto-printed magazine falls heir with its first issue, in full color, spot. duotone or monotone and you 
Ald North Georgia and there begun egrichasiens of his January 7. The new magazine. you see, is actually have a new medium that will set new standards for 
St Bsc F in rn he ripe wv ~— — the old. We've doubled its pages: switched to roto advertising results in the South. 
statues; rare furnishings and bibelots from France. 
But tragedy came to Godfrey Barnsley. and 
Is his dream of dynasty never came quite true. ) 
rk: Fact and fiction, the legend of Barnsley Gardens Ofer s snag ww + -- iy. , 
P intrigued and entertained thousands of Journal bie ers a =~ Thaw rat SZournal 
intrig uec an ntertain . oF printed Sunday Magozine, Vs na el JI , Ue 
p! Mavazine readers. As subject matter it is a nat- edits, Chik. -Mibaaias Seamead, 
Jie ural for the 32-year-old publication's editorial ot anda eit. alan i tein Cocere Disic Like the Dew 
y formula “Make it Southern in flavor. intensely salech sasesenittinne The 
se. local. rps human. The — — Metropolitan Group or Saw- 
tales of people, Georgians past and present. t 
rket naaielades of places, of elt glory thai had been, SS ae — 
jeou but counters with swiftly moving developments of et DF ie Sn hee 
5 ation is 249,706—largest 
in the South. The Journal 
Covers Dixie Like the Dew. 
C. L y 
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FCC Builds Case 


for Farmer Phone 
Cooperatives 


Washington, Nov. 22.—Dis- 
tressed by a marked decline in the 
number of farms receiving tele- 
phone service during the past 20 
years, the FCC studied a report 
from its economic division this 
week which explored the need for 
large numbers of cooperative tele- 
phone organizations to stimulate 
better service from private indus- 
try. 
Reporting that three out of four 


farms are without telephones, the | 


| Commission’s 
| William J. Norfleet, chief account- 
| ant, concluded that the farm tele- | 


economists, 


phone population fell from 2,498,- 
000 in 1920 to 1,527,000 in 1940 
because the cost of service has 
increased, competition in the field 
has declined, and the Bell System 
has emphasized maintaining or in- 
creasing rates instead of reducing 
them. 


May Establish Agency 


The Commission’s report was 
| one in a series of developments at 
|the FCC indicating that action 
| may be forthcoming soon to estab- 
| lish a special agency similar to the 
Rural Electrification Administra- 
|} tion that could make government 
|lfunds and technical assistance 
available to groups of farmers who 
are willing to set up their own 
cooperative telephone exchanges. 
First note in this direction was 


under | 


ee) 3 ce 


sounded several weeks ago by 
Commissioner Clifford J. Durr, 
who suggested that surplus mili- 
tary communications equipment 
might be earmarked for such pur- 
poses. Last week, the telephone 
co-op possibility was echoed by 
Commissioner Paul A. Walker, 
who expressed his concern that 
“While this country has the finest 
telephone system in the world, 
there is still a large portion of our 
people who do not have any serv- 
ice at all.” . 

Noting that while farm tele- 
phone service fell 30%, general 
telephone service was expanding 
during the ’30’s, Commissioner 
Walker characterized the problem 
“as a real challenge to the in- 
genuity and public spirit of Amer- 
ican industry. 

“If industrial enterprise with all 
its resources cannot or will not 
provide telephone facilities at rea- 
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sonable costs, then the millions of 
farmers in America May well re- 
sort to their own collective efforts 
to secure them as they have se- 
cured electricity through the Rural 
Electrification Administration,” he 
declared. 


Shows REA Work ‘ 


In its report on telephone serv- 
ice, the Commission staff went 
into considerable discussion of the 
history and record of the REA, 
pointing out that there has been 
an increase of 214.2% in the num- 
ber of electrified farms between 
Dec. 31, 1934, and June 30, 1942. 

Significantly, the report went 
into case studies of REA opera- 
tions, and into the legislative his- 
tory of the agency, including the 
steps that were taken toward set- 
ting it up. 

Of particular interest in the dis- 
cussion was the report that REA 


7 


WAR LOA 


NS 


ZIUVD 
bal 


TH 


PRINTED IN 


SUPPORT OF THE 


THE 


GOVERNMENT'S 


SIXTH WAR 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK :8, N. Y 


LOAN 


DRIVE 


“utilization workers’—or sg; 
men—had taught farmers 
many uses of electricity. ©; 
REA functions which intere. og 
the FCC were its activitie: 

financing rural _ industries t 
consume electricity and provid > 
technical assistance to the eo». 
eratives, enabling them to stand- 


3 @ 


ardize their installations so {),; 

construction costs were cut by 

25 to 50%. : 
Higher for Country 

In its survey of the telep!one 


situation, FCC noted that for the 
entire country, telephone popula- 
tion jumped from 14,300,000 jp 
1922 to 23,000,000 in 1943. On the 
farm, however, the trend was re- 
versed. In 1920, for instance. 
38.7% of all farms had telephones: 
in 1940 only 25%. 

While the proportion of tele- 
phones to farm population has 
been declining in every state ex- 
cept Maryland, the FCC found, in 
25 states the urban gain was so 
sharp that the proportion of tele- 
phones to total population in- 
creased. The downward trend was 
most marked in the South Atlan- 
tic, East South Central and West 
South Central states, where it 
amounted to 55.6% and next most 
serious in the East North Centra] 
states, which lost 40.7% of their 
farm phones. 

At the same time that the num- 
ber of telephones on farms was 
decreasing, the number of auto- 
mobiles on farms more _ than 
doubled, FCC reported. Referring 
to Census Bureau statistics, it 
pointed out that though only 257% 
of the farms had telephones, 60.2° 
had radios and 58.1% had auto- 
mobiles, the automobile popula- 
tion increasing from 2,100,000 in 
1920 to 4,100,000 in 1940. 


Cites Many Factors 


Expansion in the use of auto- 
mobiles was due, of course, to 
many factors, the economists con- 
ceded, the most important being 
the mechanization of farm pro- 
duction, and the second, the avail- 
ability of second-hand cars. 

The report noted that “the ex- 
tensive use of automobiles by 
farmers would not have been real- 
ized in the absence of additions 
to and improvements of roads and 
highways,” the major part of the 
expense being borne by govern- 
ment, and the burden of cost 
spread over a large area. 

“The incidence of cost of tele- 
phones on the other hand is more 
direct and rests on a smaller group 
of consumers,” the report argued 
in setting the stage for discussion 
of governmentally-inspired coop- 
eratives. 

REA projects have not only 
financed new facilities but the) 
have stimulated state projects and 
aroused many private utilities to 
undertake rural expansion as 3 
competitive measure, the report 
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Mrs. M. J. Jones has (1) a husband in 


the Navy, (2) a fifteen-months old son, 


called Junior, (3) not very much money, 
and (4) problems too numerous to mention. 
So we will merely mention one, vz. fresh air 
for Junior in winter. 

This problem calls for some discretion 
and a suitable vehicle as well. If the dove 
of Peace and Mr. Jones were both working 
at their old trades, Mrs. J. would have one 
of those English cab jobs that knock the 
neighbors’ eyes out. The world as it is, she 
compromises with a dull lead pencil, and a 
labored literary effort which is sent to the 
local newspaper office, with sixty cents cash. 

Tomorrow Mrs. Jones’ composition will 


appear as a want ad, as follows: 


Ar Un Be _ gir Pan, Ape . 
set of dishes. 1792 Yoint st. Evenings. W) 
WILL exch. bass. , fold. bth., elec. btl. war. 
for by. carr., adj. top, gd. cond. JA-999, 


MOVI 1G, haul’g. reas de vend, day orl 
> a Lar OY FU _ 4 > he ‘ao | 


The message may be cryptic to you, but 
it is crystal clear to Mrs. Alice Smith who 
has a husband in the Army, not very much 


money, and anticipates the conventional 


blessed event. A party with the telephone 
number JAsper 999 wants a baby carriage 
with an adjustable top, in good condition. 
Mrs. Smith’s sister, mother of four and not 
expecting another at present, has 
a beautiful carriage bought for her 
youngest Josie who is now old 
)} enough to walk. 

Mrs. Smith will lend-lease the 


bassinet, a folding bath, and an 
electric bottle warmer. The last 
hadn’t worked well since she let 
it fall on the floor—but was tossed in to 
cinch the trade. 

It did—Mrs. Smith having no experience 
as yet at bottle warming... And there, fellow 
advertisers, you have one of the commonest 


instances of successful advertising! 


Year in, year out, there are millions of 
ordinary Americans who know nothing of 
advertising techniques, but know that the 
briefest bulletin in a newspaper will find a 


new job, or maid, home, customer, a lost 


Che Philadelphia 


. «the first advertising medium of Philadelphia .. . 


advertising .. 


NaTIonaL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 


Anguirer 


This advertisement ts one of a series in behalf of new ‘paper 


ION 


possession, or somebody to share expenses 
driving to California; will sell a house, used 
car, old furniture, dog, autograph album; 
will exchange the unwanted for the wanted. 

They donot advertise to educate, inform, 
or please; for good will, commercial identity ; 
to keep a name alive, develop leads or lists 
of prospects, offset competition, improve 
Starch or CAB ratings, influence dealers, 
stimulate salesmen, protect a franchise, 
support distribution, establish a point of 
superiority, or create favorable opinion. 

They want to make one (1) sale, once; 
find just one needle in the human haystack. 
They know enough to use the newspaper. 
Their own experience and the many columns 
of classified are living testimony to their 
confidence and their common sense. The 
national advertiser can look farther and fare 
as well with newspaper advertising. 

All media have some merit, value, utility. 
The first and final function of newspaper 
advertising is that it makes sales... which, 
if we remember rightly, is the first and final 


purpose of advertising—any advertising! 


. and is available to any newspaper for reproduction or publication, without credit... 
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FTC Examiners 
Scrutinize Fewer 
Ads During Year 


New York, Nov. 21.—A slight 
decline in the activities of the 
Federal Trade Commission’s radio 
and periodical division during the 
federal fiscal year which ended 
June 30 was revealed in a speech 


Architectural men 
turn first to Pencil 
Points for PRODUCT 
INFORMATION. 
PROOF: They send 3,000 
inquiries a month for 
manutacturers’ product 
literature. 
MORAL — for advertising 
results, use 


Pencil Points 


The Magazine of Progressive Architecture 


which Chairman Robert E. Freer 
made before the Radio Executives 
Club here yesterday. 

Releasing figures usually with- 
held until publication of the Com- 
mission’s annual report to Con- 
gress, Chairman Freer reported 
that the Commission’s continuing 
study of periodical and radio ad- 
vertising had covered 298,970 ad- 
vertisements in 1,792 editions of 
representative newspapers and 967 
issues of magazines and journals. 

He also reported that FTC’s staff 
had read 627,719 broadcast con- 
tinuities consisting of network and 
individual station scripts, as well 
as built-in advertising portions of 
transcriptions. 


Fewer in 1943 


During the previous fiscal year, 
¥TC had studied 339,246 adver- 
tisements from 2,291 editions of 
newspapers, and 1,452 editions of 
magazines. It examined 1,045,000 
radio continuities, 

Mr. Freer did not give any indi- 
cation of the number of printed 
advertisements which were set 
aside for further study in 1944, 
although 25,949 were subjected to 


extra attention the previous year. 
He told the executives that 19,512 
advertising broadcasts were ques- 
tioned during 1944, a figure 
slightly below the 22,329 investi- 
gated in 1943. 

In general Mr. Freer agreed 
that national advertising has im- 
proved greatly from the standpoint 
of ethical responsibility and self- 
restraint, but he urged the indus- 
try to intensify its efforts to elimi- 
nate “the unethical and the merely 
careless elements.” 


All Industry Affected 


Asserting that radio’s reputation 
depends “upon the truthful char- 
acter of the air-wave impression 
recorded on the public mind,” he 
warned that the whole industry 
can lose face from the practices 
of an unethical minority. 

“Consumers today are showing 
quite an interest in the merchan- 
dising habits of business,’’ Chair- 
man Freer declared. 

Verbal decoys enticing “human 
geese” into the range of concealed 
“quack shots” may result in too 
many gun-shy “wounded geese” 
and spoil the hunting, he asserted, 
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Dailies Approve Plan 
to Expand ANPA Bureau 


Although detailed figures are 
not yet available, more than one- 
third of the 522 United States 
members of the Bureau of Adver- 
tising, American Newspaper Pubh- 
lishers Association, have approved 
a plan (AA, Nov. 13) to expand 
the bureau’s annual budget from 
the present $400,000 to $1,000,000 
a year, starting next March l. 

Of those which have replied, 
said William A. Thomson, bureau 
director, the vast majority will 
support the expansion plan. 
Among these, more than 60% have 
been non-members. 


F.D.R. Promotes Sarnoff 


Col. David Sarnoff, chairman of 
the board of RCA, was one of 92 
officers nominated by President 
Roosevelt last week for promotion 
to the-rank of general. A reserve 
officer in the Signal Corps, Col. 
Sarnoff has been. on duty in the 
European theater of operations. 
On confirmation by Congress, he 
will become a brigadier general. 
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"As our post-war duties in- 


crease and as the tempo of 


the work accelerates, 


we 


expect to have less available 


reading time -- but, you can 


rest assured we will continue 


our interest in and subscrip- 


tion to Modern Plastics 


Magazine! 


Of the twenty-five or thirty 


publications we now receive, 


Modern Plastics is consid-= 
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reading time...and one whose 
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Trademark Bill 
Gets Okay from 


Senate Group 


Washington, Nov. 24.— wy} 
Senator Claude Pepper, chairr 4p 
of the patents committee 5, 
ing it, the long-pending Lanham 
bill rewriting the nation’s tr 
mark laws cleared a major obsiacje 
in its legislative course today 
when it received a clean bill of 
health from the special patents 
subcommittee that had tied it y 
to the closing days of the 78th 
Congress. 

Passed by the House last June 
after more than six years of ef. 
forts on the part of Rep. Fritz 
Lanham of Texas, hearings on the 
measure were completed in the 
Senate only last Thursday, byt 
with Senator Pepper’s prodding it 
is expected to reach the floor in 
time for action at the present 
session. 

Codifying and renovating trade- 
mark law which has stood on the 
books since 1910, the bill js 
strongly supported by an esti- 
mated 90% of the nation’s law- 
yers, and by business organiza- 
tions, including the ANA. 


Express Monopoly Fears 


At the Senate hearings it was 
opposed by representatives of the 
Justice and State departments 
and the FTC, who said they feared 
that it would promote monopoly. 
Its proponents asked that further 
amendments be withheld in the 
interests of quick action on the 
long-delayed measure. 

Designed to strengthen 
rights of copyright owners, one 
important provision of the bill 
would make a copyright incon- 
testable after five years. A pro- 
vision of the existing law which 
places no limit on the time in 
which a copyright may be chal- 
lenged has been strongly criticized, 
For example, it resulted in a suc- 
cessful challenge to Chipso after 
the product had been actively pro- 
moted for 15 years. 
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Some pick 


INDIANA 


Some pick 


MICHIGAN 


We pick both as winners 
for your advertising pro- 
gram. 


Your 26 PROFIT MAR- 
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covered by the news- 
paper members of the 
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CHARLES E. SORENSEN, 
wizard of mass produc- 
tion, new head of Willys- 
Overland, makers of the 
jeep, typifies the present 
trend in industry to select 
“know-how” skill for the 
top job. He expects a 
world-wide market for 


the jeep to provide many 


postwar jobs. 


COMMANDER EUGENE 
F. McDONALD, Sr., 
inventor and president of 
Zenith Radio Corporation, 
foresees immense post- 
war opportunities for our 
technically-trained fight- 
ing men in the field of 
radionics, with its sub- 
divisions of television, 
electronics, radar, radio. 
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i= POPULAR SCIENCE predicts that from laboratory 


ly pro- 


TOMORROW, our fighting men will be asking, 
“What job for us?” 


Will they return to an America whose doors of 
opportunity are wide open ... or to a homeland 
where the limits of economic achievement have 
been reached? 


We of POPULAR SCIENCE believe the former. We 
agree with United States Chamber of Commerce 
President Eric Johnston who advises, “Don't sell 
pro- America short.” 


We agree with Brown University’s Dr. Wriston who 
says, “The real miracles of research are still ahead 


AAR- of us.” 


POPULAR SCIENCE counts upon the “know-how” 
. are 
men... the men whé know how to make things 
ne wS- and make things work. 
he These — the scientifically-inquisitive men — have 
given America her weapons of war in such victory- 
UE winning quantities. They will not fail our country in 


the days ahead! 


ei 


‘KES PEOPLE 


FOR OVER 70 YEARS, POPULAR SCIENCE 
Monthly has served a growing audience of readers 
who have one thing in common—a state of mind. 


Today, this audience numbers over 700,000. They 
are men with a passion for the mechanical, men 
with courage to try the new, men who in peace- 
time and in war are truly America’s pacemakers. 


Whether named Kaiser or Kettering, Sorensen or 
McDonald . . . or plain Bill Jones and Jim Smith 
. . . these scientifically-inquisitive men are the vital 
ingredient in American life. 


Some are presidents of corporations—with names 
you know. Some are foremen, mechanics, welders. 
But they are all bus/ders. One and all, known and 
unknown, they are the men who do thin gs. 


AS A MARKET, these men are unique because they 
are not only first readers about the new but first 


and assembly line “the best is yet to come” 


buyers. Surveys prove conclusively that POPULAR 
SCIENCE families rank higher than others in 
ownership of all kinds of mechanical products— 
automotive, household, industrial. 


Figure on these men—now and for postwar! These 
men buy, and what's more, they'll act as a spear- 
head of influence to gain new users of products 
of which they approve. 


There is no other audience you can advertise to 
quite like them. And they are yours, as a unit, only 
through the pages of POPULAR SCIENCE 
Monthly. 


LIKES BOOKS LIKES MACHINES 


... has a knack for mechanics and 


The news-picture magazine of science and industry 


mathematics. His is a scientific quo- 
tient... an “S¢e.Q.” form of “I.Q.” 
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Paper Makers Get 
in Bids for New 
Machinery, Plants 


Washington, Nov. 21.—For what 
it portends, paper manufacturers 
are ordering new machinery and 
plant capacity at an astounding 
rate, WPB reports, with the ob- 
servation that as much as $80,000,- 
000 worth of machinery and plants 
may be ordered within a year. 

Though purchase of new paper 


manufacturing machinery 
closely regulated by the govern- 
ment, nearly $10,000,000 worth of 
orders have been approved by the 
WPB in only three months, and 
more than $20,000,000 worth of 
plant construction has been au- 
thorized. 


No Reconversion Worry 


The industry has no major re- 
conversion problem, since it has 
been engaged in the manufacture 
of paper making machinery 
throughout the war. In fact, prob- 
ably as much as $5,000,000 worth 


] 
) 


ogi 


a SMITA SEP yt 
"se “. a 


is|of machinery, in Orders of $2,500 


or less, have been approved by 
WPB field offices in addition to 
the large applications handled 
here. 

According to the WPB estimate, 
about $37,000,000 will go into ma- 
chinery for paper during the year, 
and the remainder into plant con- 
struction. 

In anticipation of the resump- 
tion of the importation of wood- 
pulp for the production of paper, 
OPA has opened the way for plac- 
ing price ceilings on special grades 
of foreign woodpulp. Applications 
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must be made individually to OPA, 
and price increases must be ab- 
sorbed by the mill purchasing the 
woodpulp, OPA said. 


Joins, Halifax Papers 

Leslie Choyce has been ‘ap- 
pointed director of advertising ‘of 
the Chronicle and Daily Star, Hali- 
fax, N. S.,.and managing director 
of Station CJCH, Halifax, owned 
and operated by the two papers. 
Mr. Choyce was formerly adver- 
tising and sales promotion man- 
ager of McColl - Frontenac Oil 
Company, Montreal. 


ad 


a 


\\ like San Francisco—and so does Jim, my husband. 
We're both from the same town back in the middle 
west .. . We went to school together there. When 
Jim was drafted we had been married only three 
months and our hearts were filled with dreams and 
plans for the future. Then two years ago last August 
Jim was transferred to San Francisco and for a few 
days we both felt pretty blue... . but it was to be 


the luckiest day of our lives. 


I decided to go with Jim and well .. . our story in 
San Francisco is like something out of a story book. 
It was love at first sight. San Francisco to us was 
truly a land of enchantment... This was the place 
of our dreams come true and we decided then to 
make San Francisco our future home. Jim says San 
Francisco is the Golden Gateway to the vast Pacific 
basin and is destined to be the center of civilization 
in the world of tomorrow. 


But Jim is somewhere in the South Pacific now, and | 
have a good job in a war industry. We're saving our 
money so after the war we can make the rest of our 
dreams realities. We want a family and all the nec- 
esary things to make a home in San Francisco. 


Of course I spend a lot of lonely evenings at home, 
but I don't mind—gives me lots of time to read. I've 
become an avid newspaper reader. You know .. . 
I didn't realize how important a newspaper can be- 
come... I welcome my Call-Bulletin every evening 
just like an old friend. It keeps me informed about 
everything, and besides, | like to study the adver- 
tising, and plan all the things we're going to buy 
and where to buy them. In fact, by the time Jim 
comes back I'll be so well informed I'll feel like a 


. ! 
regular San Franciscan. ’ 


Newspapers Get Immediate Action! 


SAN FRANCISCO CALL-BULLETIN e REPRESENTED NATIONALLY BY PAUL BLOCK and 


ASSOCIATES 


American Oil Cc. 
to Market Tires 


Baltimore, Nov. 21.— Ame: 
Oil. Company will soon begin 
ing passenger car and truck ¢ re 
under its Amoco trademark as 
first petroleum marketer to ; 
a company name on private bring 
tires,” C. H. Wagner, general mm, 
ager, announced last week. 

Tires will be manufactured ; 
the company by the Mansfield 
& Rubber Company, Mansfield, 9. 
under terms of a new contrac; 
signed recently by George W. Ste- 
phens, president of, the tire many- 
facturing company, and by Mr, 
Wagner. 

Amoco brand tires will be made 
available to civilians in the near 
future, though motorists must ob- 
tain certificates of necessity from 
OPA before obtaining delivery, 
The action is “a step forward jp 
our postwar,,plans for both the 
civilian motorist and Amoco deal- 
ers,” Mr. Wagner said. 

Amoco tires will be sold under 
an adjustment plan which guaran- 
tees 12 months’ road service fo; 
passenger cars and six months’ 
road service for trucks, G. M. Gla- 
zier, sales manager of the mer- 
chandising division, ex plained, 
Merchandising possibilities of the 
plan will be stressed in promotion 
to dealers, he said. 


Heads Distillation Sales 


Frank Dowe Jr., vice-president 
and sales manager of the special 
commodities division of General 
Mills, has been appointed sales 
manager of Distillation Products, 
Inc., and will establish sales offices 
in New York. Distillation Prod- 
ucts is owned jointly by General 
Mills and Eastman Kodak Com- 
pany, Rochester. Its sales have 
been handled for several years by 
General Mills. 


SPOT 
BROADCASTING 
SELLS MORE 
AT 
LESS COST! 
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For latest radio information, 


FREE & PETERS, . 


| Pioneer Radio Station Represen 
| Since May 1982 
| CHICAGO: 180 No. Michigan... 


| NEW YORK: 444 Madison Ave......Plaz 
| ATLANTA: 322 Palmer Bidg.... Mm 
| SAN FRANCISCO: [11 Sutter.. Sut 


HOLLYWOOD: 633! Hollywood Bivd. Holly» 
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SOC WVEN LIKE THESE 


GeneralfVD THEIR FAMILIES READ 


k Com- 
es have HE UNITED STATES NEWS 


years by 


.W. Fraser, President 

MERICAN LOCOMOTIVE CoO, 
* 

™ N. Kemp, President 

MERICAN AIRLINES INC. 
* 

illiam V. Fisher, President 

NCHOR HOCKING GLASS CORP. 
* 

.W. Badenhausen, President 

. BALLANTINE & SONS 
* 

.H. Haun, Comptroller 

ELL & HOWELL COMPANY 

* 


.R. Palmer, Director 


ENDIX AVIATION CORP. 


- Fic next time you go to the theatre or the 


opera ask any man in the audience—between the 


we 


acts—his opinion of The United States News. 


-, 
The chances are 10 to 1 that he'll come very 


close to using the words of W. M. Dixon— 


* 
‘ues bd. Markey, President ' 
<C*DulaiOHN ALUMINUM & BRASS CO “ , i i % 
—— ....the outstanding magazine of its class. 
wid A, Wallace, President 
HRYSLER SALES. CORP. ; ‘ ; ‘ ‘ . . . . 
oa * (Mr. Dixon is Vice President of Container Corporation of America.) 


-M. Henderson, Vice President 
~* a TT ), INC, 
Shen /.nd0s * 
__Baltimor ol. R. H. Morse, President 
Oy a HE FAIRBANKS-MORSE CO. 
.. Lalelg, * 
R. Lippard, President 
Albu: iti DEK AL MOTOR TRUCK CO, 


200,000 MEN &©@ WOMEN 


ARE SUBSCRIBERS TO 


Leaders in business and the professions who read The United States 


aad * 

eae om. ch, President i i | 
4 br Sete tek oe News have their homes on Quality Street... . . they and their 
he. ® 

, In 


'. Firestone, President 


IRES ONE TIRE & RUBBER CO. families are the buyers of quality merchandise —the leaders in 


rs ic. UOR, Jr., Vice President ; | a 
: ‘UOR CORP. LTD setting the social pace and habits that others invariably follow. Daniel W. Ashley 
resen = si Vu é Pr é ident i Ld Ch a7 ge of A l¢ é? tt in} 


30 Rockefeller Plaza, New York 20,N.Y. 


— 
by 1000000 men & women on Quality Sweet. 4h 
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Holding Public Good Will 


In spite of the admitted increase 
in public good will for advertisers 
and advertising as the result of the 
great contributions of space and 
time to the war effort, the report 
of public attitudes toward adver- 
tising, presented at the annual 
meeting of the ANA, revealed 
some situations which are not too 
favorable from the standpoint of 
the future. 

Dr. Claude Robinson, head of 
Opinion Research Corporation, on 
whose studies the report was 
based, suggested that advertisers 
not be too naive in considering 
the fact that 47% of the public 
admit some resentment or irrita- 
tion toward advertising. He was 
inclined to dismiss this attitude as 
one of the inevitable results of the 
repetition and prodding for sales 
which is inherent in advertising 
activities. 

Allen Billingsley, president of 
Fuller & Smith & Ross, and chair- 
man of the Four A’s, was not so 
inclined to dismiss the figures as 
insignificant. He felt, on the other 
hand, that if, in the face of the 
impressive wartime services of 
advertising, nearly half of the 
public still considers it offensive 
in some way, it is time to resume 
discussion of efforts which have 


Advertising as 


In the discussion of its program 
for the reconstruction and postwar 
years, the War Advertising Coun- 
cil includes among its purposes: 
“To give by its use an example of 
advertising as a social force in a 
nation at peace.” This is a large 
and sweeping concept, the defini- 
tion of which may not be too easy, 
but in consideration of the situa- 
tion discussed in the foregoing 
editorial, it has real meaning for 
all concerned with the fullest 
development of advertising as a 
factor in the progress of the nation. 

Prior to the war, the public had 
little conception of what advertis- 
ing can do outside the field of pro- | 
moting the sale of goods. It has| 
been inclined to regard advertis- 
ing as a strictly commercial oper- 
ation, intended to bring profits and 
competitive benefits to the adver- 
tiser. That, of course, is its pri- 
mary role, and it will continue to 
be employed because it 
performs successfully for business. | 

But it seems to us that if the 
great work of the War Advertising | 


widely 


been made from time to time in 
the past to establish a definite 
method for the control and elimi- 
nation of advertising to which any 
reasonable objection may be made, 
on the ground of the character of 
the products promoted or the lack 
of good taste with which the ad- 
vertising is done. 

We hope that Mr. Billingsley, 
one of the most intelligent and 
experienced men in the advertis- 
ing field, was serious in his sug- 
gestion to the point of being will- 
ing to make a specific proposal for 
the creation of machinery of this 
kind. We have always felt that 
advertising has the facilities to 
eliminate objectionable advertising 
whenever it has the desire and the 
determination to do so, and that 
all reputable media would join 
advertisers and agencies in giving 
effect to general agreements’ as to 
what should and what should not 
be published. 

If the Four A’s head was send- 
ing up a trial balloon to determine 
advertising opinion. on this subject, 
he should be given evidence that 
his suggestion is not only ap- 


Calvert 
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Calvert Distillers Corp. 


"And | say television's a failure until you can taste the Manhattan made with 


Reserve!" 


On Guard, Men! 


This department has always 
prided itself on its sympathetic 
outlook toward the aspirations of 
womankind to tear down the last 
vestiges of Double Standardism, 
and therefore it views with some- 
thing less than alarm the imminent 
invasion of the pipe-smoking field 
by millions of the fairer sex. It 
does not shock us that a Chicago 


aMe 


PIPES FOR LADIES 


NO NEED TO ENVY MEN AND 
THEM FRAGRANT PIPES! 


SA 


Now! . . . you. tee, can en- 


Cheice of many smart, dainty 
joy the thrilling mellowness 


shapes designed especially 
for women. in genuine im- 
ported brier and rubber 
mouthpieces 

EASY TO SMOKE. LIGHT 


day and choo: it 
pon fy fess Chicage’s Bnost end COMPACT TO CARRY. 
Pipe dealers. $2.50. Others at $1.00, $1.50. 


SPECIAL BLENDS OF PIPE TOBACCO 
FOR WOMEN PIPE SMOKERS 


proved, but that a definite pro- | 
gram to put it into effect would | 
have the overwhelming support of | 
the whole field. | 


| 


| 


a Social Force | 


jectives on the home front during 
the period of war emergency can 
be projected into a peacetime era, | 
public appreciation of what adver- 
tising can accomplish for the 
whole people would increase to a 
point which would benefit indi- 
vidual advertisers and thus make 
the commercial use of advertising 
more effective than it could hope 
to be without that kind of public 
acceptance. 

The job of the Council after 
victory probably cannot be defined 
exactly until we know how na- 
tional problems are shaping them- 
selves. The Council says that it 
proposes to steer clear of politics 
and pressure groups, to become 
the servant of no particular organ- 
ization, and to place the interest 
of the nation and the people first 
at all times. It may be difficult 
to steer such a course, but the 


right leadership and guidance 
should provide the advertising 
field with an_ instrumentality 


which should not only benefit the 
public, but greatly increase the 


Swan Kiet € Ge 


Distinguished Smokers’ Supplies Since 1898 
7) W. MONROE ST. PRANKLIN 1306 


tobacconist should purchase ex- 
pensive newspaper space (see cut) 
to tell women that they need no 
longer “envy men and their fra- 
grant pipes.” 
us to see this same tobacconist 
advising women that they, too, can 
enjoy the thrilling mellowness of 
a good pipe. Nor does it disturb 
our equilibrium when he says that 
“Today, women who set the pace 
are smoking pipes everywhere... 


in cafes, on their jobs and at 
home.” 

It may seem strange to watch 
an angelic blonde light up a 


straight-stemmed beauty in a res- 
taurant, or a Madonna-like bru- 
nette puff away at her Sherlock 
Holmes model in the office, but 
we'll get used to it. 
month or so it will probably seem 
no more unusual to see a woman 
take the bit in her teeth than it 
|does now to see one apply three 
|layers of undercoating, a topping 
lof lacquer and a bit of red trim; 
lor to yank her girdle down, or 
|adjust the fastenings on her gar- 
ters in public. 

We've lived through women 
bouncers, and female welders and 
| riveters, and women reporters and 


account executives, and most cer- | 


|tainly we can adjust our wonder- 
|fully flexible minds to the sight 
of women pipe smokers. 


It does not annoy | 


And in a| 


may afflict a much more delicate 
and sensitive male sense than the 
sense of sight. Our Chicago to- 
bacconist announces that he has 
“special blends of pipe tobacco for 
| women pipe smokers,” and our 
| olfactory senses reel already from 
| the implications. As a pipe smoker 
|of many years’ duration who 
/maintains the quaint notion that 
pipes should smell as though their 
users were smoking tobacco, this 
reporter dreads the day when the 
air becomes perfumed with the 
fearful aroma of “special blends 
for women.” 

Already the exhilarating Ameri- 
'can air has been too much be- 
|fouled by blends of pipe tobacco 
for male smokers which bear little 
| resemblance, in odor, to My Lady 
'Nicotine, and if we must now 
| suffer the additional odors of pipe 
fodder disguised to smell like 
| Parisian parfum, or oriental scent, 


nerves is likely to be beyond 
endurance. 

So, we say, let women smoke 
| pipes, or cigars; let them chew 
| plug, or take snuff; but let the 
emanations from their smoking 


implements bear as close a rela- 
tion to the natural smell of tobacco 
as is humanly possible. 


Jottings 

McCann-Erickson’s Dr. Leonard 
Ludwin, research specialist of the 
|agency’s New York office foreign 
department, has just surveyed the 


staff to find that 16% know 22 
different tongues including the 
usual European languages. He 


| discovered McCann-ites who know 
‘Mongolian, Tibetan, Japanese, 
|Russian, Armenian, Ukrainian, 
|Turkish, Buriat, Afrikaans and 
|Grusinian.. . 

Even if you don’t live in Brook- 


|lyn, you should spend an enjoy- | 
|able 15 minutes some Friday night | 


(7:45-8 p. m.) listening to the 
weekly program on WNEW, New 
| York, sponsored by the Society 
for the Prevention of Disparaging 


‘Remarks About Brooklyn. Sid 
| Ascher, SFTPODRAB president, 
|presides over the songs and 


speeches in favor of the fair bor- 
ough. He revealed on the first 
show that Brooklyn was “viciously 
slandered and libeled” 2,632 times 
on the radio, stage, movies, in 
newspapers and magazines during 
1942... 

Congoleum - Nairn, Inc., New 
| York, has a good slogan to tie in 
with the 6th War Loan and they’re 
‘using it lavishly in their current 


What bothers your Ad-libber is| window display — “Let Freedom 
Council in promoting national ob- | power of advertising as a whole.|, simple thing—a thing which | ‘Carpet’ the Earth.”.. 


The following documen's p, 
be secured without cha fr 


companies sponsoring { om, 
through ADVERTISING AGE. by af 
national advertiser or ad ertigj 


agency executive writing on 
business letterhead. 


No. 2433. Radio at War. 


Station WHN, New York | 
issued this illustrated brochy 
which tells about the radio ing 
try’s role in the war effort— 
contribution of facilities, time a 
trained personnel to serv« 


£0ve 
ment and public. Pictures aj 
text also tell WHN’s own w 


service story, showing its line- 
for news, entertainment and ger 
ice programs aiding more than 
government agencies. 


No. 2434. Blueprint of Restaura 
Thinking. 

This 32-page presentation 
restaurant operators’ expressio 
of their plans for future develo 
ment has been issued by Americj 
Restaurant as a guide for eng 
neering and sales planning { 
food, beverage, equipment a 
building and remodeling materia 
manufacturers. 


No. 2435. KFYO Market Data. 

In this file folder, Station KFY( 
Lubbock, Tex., provides figures 
population, sales, effective buyir 
power and other market informs 
tion for the South Plains are 
Loose-leaf, illustrated sheets gi 


such as cattle, crops and oil. 


No. 2410. 64 Direct 
Offices’ Guarantee Coverage 
the Metal Industry. 


Metal Progress has issued t 


lication, and its effectiveness 
delivering a complete coverage 
the metal producing and me 


the strain upon our war-weakened | 


working industries. 
No. 2420. The South’s Bigge 
Market. 


| Up-to-date figures on the cif 


its market and its newspapers 
included in this new market fold 
|on Memphis, released by the Cot 
mercial Appeal and Memp 
Press-Scimitar. 


No. 2424. Ten Telling Years. 

On the occasion of Mutu 
Broadcasting System’s tenth ann 
versary, the network has releast 
an illustrated brochure chronicli 


world affairs since 1934 as re 

by its “air-historians.” 

No. 2425. Textiles Plan jor Po 

war. 

| This personal interview stu 

of what the textile mills «re P# 

ning in the way of postwar @ 

chinery, equipment, impro vemet 

changes in fibers, etc., ‘as 

been published by Cotto 

| No. 2399. Who and Why 
lists 


Parade, in this folder 
1944 advertisers and re, rts 


“why’s” in terms of re ders 
|merchandising support, mam 
data, cost, etc. 

|No. 2305. Report by 

| Stations. 


In this brochure, Co 
| Broadcasting System an 
| 1943 program promotion 
| which was launched las 
/ber and broke simulitar 
| 126 CBS “station cities” 
| out the country. Ther 
the material sent to the 
radio announcements, ! 
ads, posters, etc.—for us 
own markets, and follow 
a record of the stations’ 

| material. 


statistics on the area’s industrid 


‘Circulatia 


folder, which describes the circj 
lation method in use by this pul 
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Bazaar, Time and Vogue, 
in territory near Bielzoff 
rrships in local news- 
utdoor posters and paint- 
tins. In addition to the 
campaign, car cards will 
in certain cities, and an 
tensive series of full pages in 
yr colors will appear in liquor 
ade magazines. 
Five crystallized liqueurs in the 
led Horse line will be featured 
| the campaign, with Rock & Rye 
atured in special copy on painted 
Jletins and car cards. 
George Briode, Bielzoff vice- 
resident, who revealed the com- 
pny’s new advertising campaign, 
nounced simultaneously that 
ius R. Jensen, formerly execu- 
ve secretary of the Iowa Liquor 
ontrol commission since 1939, has 
en appointed director of sales of 
e monopoly states division of 
e Bielzoff company. 


rins Donahue & Coe 


Gertrude Zimmerman, formerly 
Moore & Wallace, 
hicago, and previously in the ad- 
rtising department of Marshall 
ield & Co., Chicago, has joined 
pnahue & Coe, New York, as a 
ppywriter. 


orden Adds Research 


Borden Company, 
as organized a department of 
arket and economic research to 
pst consumer acceptability and 
pund pricing and _ distribution 


New York, 


96+100+76=1 
96% of all Okla- 


homa's coal mines are 


cated in the Tulsa 


Market area. 


100% of all Okla- 


noma's metal mines 


ire located in the 
iisa Market area. 


76% of all Okla- 
oma's non-metal 
ines are located in 


the Tulsa Market 


ea. 


This vast mineral re- 
irce advantage is an- 
er reason why the 
1 Trade area (35% of 
shoma's land area) is 
ahoma's No. | market. 


his No. |! market is 


nketed only by KVOO. 


Gg Incorporated so 
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jelzoff Begins 
50.000 Program 
pr [is Cordials 


Chicaso, Nov. 21.—A winter ad- 
campaign calling for an 
ire of $250,000 has been 
nounced by the D. J. Bielzoff 
Company, producer of 
e liqueurs and cordials. 

imately half of the ap- 
mn will be spent in such 
magazines as Click, Dell 
Group, Esquire, Fortune, 


policies. H. F. Korholz, formerly 
of Food Industries Promotion, Inc., 
and previously head of the New 
York and Hollywood offices of 
McKee & Albright, will head the 
new department. 


Rogers Directs Sales 


John E. Rogers, for the past 12 
years midwest manager of sales 
for Galvin Mfg. Corporation, Chi- 
cago, has been appointed director 
of radio sales for General Tele- 
vision and Radio Corporation, Chi- 
cago. 


Young to R. C. Smith 


Sam Young, publisher of the 
Windsor Shopping Guide for the 
past four years, has joined R. C. 
Smith & Son, Toronto, as account 
executive. He was formerly a free 
lance advertising writer and pub- 
lisher. 


Cooter Names Miller 


Cooter Company, Chicago dis- 
tributor of food and household 
products, has appointed C. I. Mil- 
ler Company, New York and Chi- 
cago agency, to direct advertising. 


eas 


Outdoor Plants Merge 


R. C. Maxwell Company, Tren- 
ton and Atlantic City, N. J., has 
purchased the General Outdoor 
Advertising Company plant in At- 
lantie City. The merger followed 
the September hurricane which 
destroyed approximately 18% of 
the poster panels of each company. 


KYW Promotes McCall 


Harvey McCall has been pro- 
moted to sales manager of KYW, 
Philadelphia, succeeding Jack de- 
Russy, who resigned to join the 


Fic 
< 


13 


NBC spot sales staff in New York. 
Before joining the station in April, 
1942, Mr. McCall was on the staffs 
of the North American, Public 
Ledger and the Record, all of 
Philadelphia. 


IMPRINTING 
FOLDING 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


YOU HAVE 


magazine. 


TO SAY TO MANAGE 


THINGS 
T-MEN 


A sheet of paper fills up quickly when you sit down to 


managemeni-men. 


write the things about your company and its products you would like to talk over with 


Just get the picture of them clear in your mind — then fry it. 


their problems of materials, methods, design, distribution. 


See them as those executives among your customers and prospects who are engaged in 
the active management of their companies; men who are faced with decisions to make. . . 
who are issuing the general orders by which their companies move forward through the 


new business terrain. Consider the information and cooperation they need to stand up to 


Dip into the fund of information about your own products 


of things to say to them. It's as easy as that. 


AND 


and your own company which will serve their interests, and you'll find you've a multitude 


BEST PLACE 


TO SAY THEM 


Business Week is the one news magazine which is all business, its 


editors all business writers, its readers all business men . 


. identified by title and business connection, for 
Business Week is sold only by subscription. And Trend Studies prove that per dollar you can reach more 


(and more) management-men throughout all business and industry in Business Week than in any other 


THe NEws- BASE OF MANAGEMENT'S DECISIONS 


John a McElwain « Ce. 
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PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

-.. » OF something to wear, or just 
about anything. Here's a market 
that really r nds to the “‘invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Standard Brands 
Quits Packaged 
Vitamin Field 


New York, Nov. 22.— Because 
“under present conditions it is not 
possible for Stams and Stan-B 
to develop sufficient volume to 
warrant extensive advertising on 
a profitable basis,” Standard 
Brands, Inc., has decided to “sus- 


AL 


pend the general sale of these 
products,” James S. Adams, presi- 
dent, has announced in a state- 
ment to the drug trade. 

During the last two years, Mr. 
Adams explained; the company in- 
troduced these two vitamin prod- 
ucts, “with, the aim of developing 
a profitable consumer volume for 
them through advertising. With 
your cooperation we attained ex- 
cellent distribution and embarked 
on a substantial advertising and 
sales promotion program. .. 

“In accordance with our estab- 
lished policy of dealing fairly with 
our customers at all times, we are 
asking you to return your entire 


. 
PEAR sgh 
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stock of Stams and Stan-B tablets 
to us at once. We will reimburse 
you for them at your purchase 
price in order that you will not 
incur a loss. Detailed directions 
as to packing and shipping are at- 
tached to this letter. 


Continues Vitamin Products 


“Standard Brands will continue 
as a pioneer producer of basic 
vitamin materials. We are ex- 
panding our technical and market 
research activities, with a view to 
continuing the development and 
sale of new and improved drug 
and pharmaceutical products. and 
maintaining the good will of our. 
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THE PATRONAGE OF 
THE RICH DETROIT 


MARKET 


FOR YOU 


STORY, BROOKS & FINLEY, 


THE DETROIT FREE PRESS 
CAN BE YOUR 
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Al MARKET Of nearly 3 million pros- 
perous, productive people ... and 
into that market goes but one morn- 
ing paper... . The Detroit Free Press! 
One paper holds the undivided attention of over 380,000 families 15 
out of 24 hours daily. Your advertising, placed in this powerful me- 
dium, focuses the buying power of this huge Detroit market on 
your product. The Detroit Free Press becomes your “horn 
of plenty” for now and your post-war future. 


The Detroit Hree Press 


JOHN S. KNIGHT, PUBLISHER 


Inc., Natl. Representatives 


“‘“‘A DYNAMIC NEWSPAPER IN A DYNAMIC TOWN” 


products and trademarks ; 
field.” 

Dealers and wholesalers 
mated to have $500,000 
the two products on thei: 

Mr. Adams did not sp< ify 
“conditions” which cause: the 
moval of Stams and Star -B # 
the market, but it is kn: wy 
the sale of packaged itay 
after doubling between (539, 
1943, made smaller progress ; 
year. The sales trend <\acke 
despite large-scale campaigns 
Standard Brands; by Lever By 
for Vimms; McKesson & Robhj 
for Bexel and Bax; Grove Labia 
tories, for Defenders; M les | 
oratories, for One-a-Day; \ 
Chemical Company, for Vita 4 
Plus, and efforts of other congg 
including Lambert Pharma 
Norwich Pharmacal, and Wye 
Inc. 


hely 


Trade Ads Appearing 


The Standard Brands decigj 
apparently came suddenly,: y 
vember issues of some drug trg 
papers which reached readg 
after the announcement carried 
page ad on a “vitamin swe 
stakes” by the company’s pharm 
ceutical division. This promotig 
the company said, “is now helpig 
thousands of druggists to y 
extra profits on Stams and Stay 
tablets.” 

The promotion involved “unig 
vitamin merchandising §servied 
“5% off on shelf packs;” “speg 
cash for clerks,” who we} 
“P.M.’s” or “Plan Members 
“Continuous free goods profit 
and free display cases. 

Such “tested sales advantages 
it was explained, “are bring 
thousands of druggists new aj 
bigger profits” on these produe 
Stams and Stan-B were featur 
in “powerful consumer campaig 
now running... in half pageg 
in leading national magazin 
and “powerful coast-to-coast rad 
support —including the one a 
only Charlie McCarthy for Stams 

Ted Bates, Inc., is agency ff 
Stams (except on the McCartl 
program which is handled by 
Walter Thompson Company), a 
H. W. Kaster & Sons Advertisi 
Company, for Stan-B. 

Standard Brands told Apvert 
ING AGE that its over-all advert 
ing expenditures in 1944 were 
record levels, and that, althou 
no specific figures are availabl 
the 1945 total will be at leasté 
large. 


Conway Resigns NBC 


Walter Conway, assistant pm 
motion manager of the NBC cel 
tral division, has resigned effe 
tive Dec. 1 to join Esquire as rat 
director. 
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apher — Cliff Hartwell 


If we wished to take ourselves seriously, we might tell you the old mariner is 
cautioning the lads to buy their engravings from C M & H when they again become 


landlubbers. But that isn’t the idea at all. Frank Lewis, one of Chicago’s best bulb | 


*- 


LINS, MILLER & HUTCHINGS . Chicago Photo-engravers - 207 North Michigan Avenue 


squeezers, asked us what we thought of the above photograph made 


in his studio. Our answer is obvious. And we thought you'd like to see wie 


it too. So, avast, mates. That’s ovr yarn finished. Anchors aweigh! 
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Hicks Agency Named 


Hygiene Shower -Curtain Mfg. 
Company, New York and Chicago, 
has appointed Hicks Advertising 
Agency, New York, as its agency. 


CORN — HOCS — OATS — CHICKENS 


vmrvvp 
ymurpro 


CATTLE — SHEEP — HAY — WHEAT 
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Marketers to Air 
Transition Tasks 
at Chicago Meet 


Chicago, Nov. 22.—The problems 
of marketing in the transition 
period, with special emphasis on 
market analysis, advertising, sell- 
ing and merchandising in 1945, 
will be the subject of a special 
two-day national conference of 
the American Marketing Associa- 
tion to be held at the Edgewater 


Beach Hotel here next Thursday 
and Friday, Nov. 30-Dec. 1. 

In an attempt to help business 
answer the question, “What Can I 
Do—What Should I Do—Now?”’, 
the association, composed of some 
1,400 business, government and 
academic members interested in 
the broader aspects of merchan- 
dising, will devote special sessions 
to “Characteristics of the Civilian 
Market in 1945”; “Rebuilding the 
Distribution System in 1945”; “The 
Role of Government in Marketing 
in 1945”; “Developing the Sales 
Staff in 1945”; and “The Applica- 


se 
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tion of Marketing Techniques to 
1945 Problems.” 

In addition, there will be lunch- 
eon sessions devoted to industrial 
marketing, foreign trade, aviation 
marketing, the new plan for meas- 
uring radio circulation, teaching of 
marketing, and other topics. ,J. C. 
Capt, director of the Bureau of 
the Census, will address a special 
breakfast session on Friday, Dec. 
1, on “The Work of the Bureau of 
the Census in 1945 and How It 
Will Affect Marketers.” 

Speakers will include such well- 
known business executives and 


You, Wows are Copyeaks: 


The best place to reach these trend-setters and 


There is a rumor that women like to buy what’s 
bought by the women they admire, respect, wish 
they were like—what’s bought by the wives of 
business executives and top professional men in 
towns and cities from coast to coast—by the kind of 
women you think of when you think of TIME women. 


These TIME-reading women are intelligent, 
they get around more, they are quicker to 
adopt new things, faster to catch on. They set 
trends, rather than follow them. They are a 
mighty handsome force for spreading the good 
word about a good thing around this nation. 


And there are a lot 


of facts which prove TiIME- 


reading women have almost twice as much to spend 


as the average L 


’. S. woman. 


volume buyers is in the magazine they like best— 
in Time (which they prefer to any other magazine 
they read may a resounding 5 to 1). 


1M} E lofi» with fhe momen 


economists as Dr. J. Frederic dey. 
hurst, Twentieth Century §— ung 
T. G. MacGowan, Firestone " ye ; 
Rubber Company; Lyman 4j)) 
Servel, Inc.; Arthur A.  jooq 
Johns-Manville Sales Corpo: tigp: 
Harry E. Warren, Edison G eral 
Electric Appliance Company & fp 
Imhoff, General Mills, Inc. 

Edwin B. George, Dun & rag. 
street; Dean William Spe) ce, 
School of Commerce, Univer: ty 9 
Chicago; Prof. Harry Tosda!. Har. 
vard Graduate School of Busineg 
Administration; Don G. Miichey 
Sylvania Electric Products; C iarle. 
Luckman, Pepsodent Division: 
Robert F. Elrick, Quaker (ats 
Company; Harold Webber, Foote 
Cone & Belding; and Mario: Har’ 
per Jr., McCann-Erickson. 

W. F. O’Dell, Ross-Federal Re. 
search Corporation, 59 E. Vay 
Buren St., Chicago 5, is in charge 
of advance registrations. 


Ferger to Head ANPA 


Trade Press Campaign 


Stanley A. Ferger, advertising 
manager of the Cincinnati fp. 
quirer, has been appointed to sy. 
ceed Don D. Patterson, nationa] 
advertising director of Scripps. 
Howard Newspapers, as coordj- 
nator of the trade publication, 
campaign on behalf of newspaper 
advertising conducted by the By). 
reau of Advertising, ANPA. 

During the year ending Oct. 3], 
under Mr. Patterson’s directions 4g 
newspaper organizations have con- 
tributed approximately 150 pages 
of space in 12 advertising an 
business publications for the Bvy- 
reau’s campaign. 


Palm Joins Tremco 

A. C. Palm, advertising division 
manager of Westinghouse Electric 
& Mfg. Company, Pittsburgh, for 
the past four years, has been ap 
pointed advertising and sales pr 
motion manager of Tremco Mfz. 
Company, Cleveland, and Tremw 
Mfg. Company (Canada), Toronto, 
The companies manufactur 
paints, enamels and _ protective 
coverings. 


If you sell 
DENTIFRICES 


You Need WIB\ 


In Kansas, and parts cf sf 
adjoining states, WIBW i. tr 


referred station of 4,8! 5 
renee 

WIBW is preferred by de? 
ers, too, as shown by the © & 
thusiastic tie-in promotic. * 
point of sale. 

We have a reputatio ‘ 
hard-hitting selling. Le 
prove it to you by RES! LTS 
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Coming! Television: the greatest show on earth! Glamorous 
musicals and the stage’s most brilliant dramas! Boxing and 
ball games, races and wrestling! Parades, movie premieres 
and political conventions...running bumper to bumper in 
the most magnificent pageant ever dreamed! 

There are sweet sales opportunities for your products and 
your services in Television’s exciting peacetime parade. 
Today, effective commercial techniques are evolving in 
experimental programs conducted (for the past 18 months) 
by DuMont in collaboration with leading advertisers and 


DuMont Television Studios and Telecasting Equipment Dept. of Allen 
B. DuMont Laboratories, Inc., Station WABD, 515 Madison Ave., 
New York 22,N.Y. General Offices and Plant, 2 Main Ave.,Passaic,N.]. 


their agencies. Sight-plus-sound selling is ready to roll! 
DuMont pioneering gave television its first really clear 
picture reception. DuMont engineering has lowered telecast- 
ing costs to the point where they make economic horse- 
sense. DuMont experience assures you of the maximum value, 
in peacetime, for every penny of your television time-buying 
dollar... you'll find it profitable to look into television. Get 
in touch with DuMont. Get in touch today. 


Copyright Allen B. DuMont Laboratories, Inc., 1944 
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Pollsters Help Uncle Sam 
Decide on Many Policies 


Small Sample, Highly 
Trained Field Men 
Used by Government 


Washington, Nov. 21.—Activities 
of public opinion polls in the re- 
cent election campaign have more 
than academic interest to research 
experts in the Department of 
Agriculture and the Bureau of the 
Census here, for Uncle Sam de- 
pends heavily on his own public 
opinion sampling organizations in 
developing policies for such com- 
plicated matters as_ stimulating 
wartime crops and war bond sales. 


The government’s chief opinion | 


sampling organization, located in 
the Bureau of Agricultural Eco- 
nomics, was originally set up in 
the late 1930’s to assist top officials 
of the Department of Agriculture 
in long range planning of crop 
production and marketing. 

Designed to provide administra- 
tors with a summary of farmer 
reaction to their plans, the Divi- 
sion of Program Surveys, as it was 
called, was drafted early in the 
war to help Archibald MacLeish’s 
Office of Facts and Figures get an 
idea of public opinion on issues 
involved in the war. 


Sample Is Small 


The government’s sampling or- 
ganization differs considerably 
from such private research set-ups 
as Gallup’s and Roper’s because it 
relies on exhaustive interviews of 
a small, scientifically selected sam- 
ple by carefully trained field per- 
sonnel. Unlike the private polls, 
for instance, the government’s 
sample has been worked out in 
advance to the point where the 
interviewer is required to visit 
specific houses in specific blocks 
which have been selected by ran- 
dom sampling methods for him. 

The second important difference 
is that the government inter- 
viewer, a trained psychologist, re- 
lies for his information on a long 
chat with the subject instead of 
merely submitting his question for 
direct answer. 

A biased sample being the 
phobia of all pollsters, government 
experts are confident that their 
system goes farther than any other 
toward eliminating eccentricities 
which throw a poll out of balance. 
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Like the Bureau of the Census 
and many private polls, the Divi- 
sion of Program Surveys selects 
its sample by “stratifying” the 
population — arranging sample 
points such as counties and cities 
into groups according to significant 
characteristics. Interviewers then 
call on a randomly selected sample 
within each “stratum.” 

For a while, the Program Sur- 
veys staff was handling a consid- 
erable number of studies for OWI, 
but this work was discontinued. 
At present, the organization’s chief 
“accounts” are the Department of 
Agriculture, War Food Adminis- 


tration and Treasury war finance 
division. 

So closely has this research 
function become associated with 
the sale of war bonds, that Treas- 
ury has studies made of the effect- 
iveness of each drive, and depends 
on recommendations from the re- 
searchers in drawing plans for the 
next. 

After the 5th War Loan, for in- 
stance, the researchers found that 
52% of non-rural residents had 
increased their bond holdings, 
compared with 47% during the 
previous effort. They found that 
personal solicitation had been 
more thorough, with 65% of the 
non-farm population approached 
compared with 54% during the 
previous drive. 


Patriotic Appeal at Top 


The interviewers tested the 
various appeals tried during the 


Advertising Age, November 27, 1914 


5th War Loan drive, and came up 
with the observation that the pa- 
triotic appeal was still important 
in selling war bonds. As the war 
approaches an end, they volun- 
teered, it might be better to tie 
these patriotic appeals to the need 
for “finishing up” and “getting the 
boys home” instead of “buying 
equipment.” 

This, of course, is a very abbre- 
viated illustration of what rescerch 
does for the Treasury, and for the 
other government agencies that 
are using it. In general, the gov- 
ernment studies stay clear of mat- 
ters where a “yes” or “no” is 
needed, but provide most satisfac- 
tory results where examples of 
public thinking are needed. 

For the Treasury survey, the 
Division of Program Surveys 
usually samples about 2,000 per- 
sons of all types. In compiling its 
recommendations, the staff, headed 


by Dr. Rensis Likert, has deta) eq 
reports on each interview { 
which to draw its conclusions 
Most DPS surveys only in) 
a few hundred persons, and 
entire sample is visited by t! 
highly trained interviewers 
make up the agency’s field ff. 
For a big project, such as the 
Treasury studies, about a hund:eq 
part-time, but specially tra neq 
interviewers are employed. 
Samples for the government 
polls are prepared in Washincton 
from the mountain of statis ica] 
data available from the Bureay 


o 


| of 
the Census and others. In “stratj- 
fying’ the population for a sam- 
ple, such things as income, eco. 
nomic activity, racial origin, and 
dozens of others may have to be 


considered, depending on the na- 
ture of the study. 

For a Treasury study, for exam- 
ple, a large number of classifica- 


HERE’S A BREAKDOWN OF THE “PUZZLE” | 
A product analysis of 7,921 pages of advertisements 


in The Iron Age last year. 
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tel | tifies the additional original ex-| the same sample continuously, but| tionwide campaign for its Dixie | back page to photographs of Con- 
P | penditure. DPS develops a new sample for| Belle gin, Continental Distilling | tinental’s stills, hoppers, cookers, 
More Expensive System Those who direct the operation | each poll, using aerial maps and Corporation will employ full-color} mills and laboratories, headlined 
the beginning the sampling|are particularly proud of their| other data to assist in the classi-| ads tying the product in with the| ‘ 
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ih aie ais Nal reek 


would be necessary in order | of victory gardens and a host of! similar system of stratification has 
yup people by characteristics. | other things. 


recent study of the relative | 


Use of highly trained interview- 


ss of three different methods | ers and a carefully pre-determined 


blicizing in-plant feeding, all | 


;sample is much more expensive | \ > P 
was required was to inter-| than existing private methods, | views with residents of 64 counties States Flowers 18x11” folder in “Continental 
a fixed number of workers | officials concede, but they submit which have been selected as “‘typi- | News,” which describes the drive, 


plants using each of the sys- | that the accuracy that results jus- 


nization was expected to pro- | 
with | ey 
| greatly reduces the possibility that 


agricultural officials 


ed information about farmers’ 


use of pre-determined subjects for 
interviews because they say it 


been set up so that interviewers 
can provide a monthly report on 
employment and earnings. The 
Census sample is based on inter- 


cal” of the country. Census uses 


fication of the population. 


Blue Promotes Nelson 


Campaign for Gin 
Tied in with 48 


Philadelphia, Nov. 22.—In a na- 


official 
states. 


state flowers of the 48 
National magazines, leading 
metropolitan newspapers, panel 


| favorite 
| nolia; 
|in gin.” 


19 


. the mag- 
. a favorite 


in flowers . . 
Dixie Belle .. 


Announcement of the campaign 
to the trade is being made in an 


carries an ad insert and devotes its 


‘Better facilities mean better gin.’ 
is Millhaem & Co., Des 
Ta. : 


Agency 
Moines, 


perience and reactions to such| the harried field man will select posters and window displays will = 3 

a rnmental activities as produc- | a poor subject in his random wan- Byron Nelson, Blue Network} be used to emphasize the duo <i ere Elected 

tio! goals, marketing programs, | dering. In setting up a sample, for} sales representative at San Fran-| ‘favorite’ theme. esident of CCA 

ever-normal granary and the like. | example, DPS will instruct its rep-| cisco, has been appointed San Among the first of the series is Robert B. Brown, assistant vice- 

Recently it has been used to esti-| resentative to interview the resi-| Francisco sales manager for the| the Louisiana advertisement, the| president and advertising man- 

mate the problems affecting milk | dent of the second house of a par-| Blue, replacing Frank Samuels, | upper four-fifths of which carries | ager of Bristol-Myers Company, 

production, basing its conclusions | ticular block, with the selection|recently appointed western di-| an illustration of a magnolia blos- | New York, was elected president 

on discussions with a sample of| weighted against all the other sub-| vision sales manager. Kirk Tor-| som in four colors in the forefront, | of Controlled Circulation Audit at ~ 

farmers; the potential market for | jects selected for the poll. ney, of the KGO sales staff, suc-| with the background a southern; a recent meeting of the board of 

dehydrated foods; public support Over in the Bureau of Census, a| ceeds Mr. Nelson. |mansion scene. Copy reads: “A| directors in New York. Oscar S. 
Tyson, O. S. Tyson & Co., was re- 
elected vice-president. P. J. Beil, 


THATS 


A PUZZLE TO 


100,000 METALWORKING MEN 


Syndicate Store Merchandiser, was 
named secretary and A. J. Millard, 
Stanco, Inc., treasurer. 

New directors named were Mil- a 
ton F. Decker, Fuller & Smith & = 
Ross; G. W. Morrison, Ingersoll- * ; 
Rand Company; Glenn Sutton, 
Sutton Publishing Company, and 
Edmond G. Thomas, William R. 
Warner & Co., all New York. 


At first glance these pieces look unrelated...as “The fact of the matter is that a design engi- | 


though they could have little connection with each neer has to know a lot more than the elements 
other. But 100,000 key metalworking men know of design. He really has to know a great deal 
better. about new materials and developments in 


They know that in The Iron Age, week after week, manufacturing processes. He also has to know 


machines, methods, materials and supplies are fitted something about the availability of materials 


In Advertising 
THERE’S NO SUCH THING 
AS A “NEAR MISS” 


You either hit your target or you don't. | 


together with news and ideas into a broad all-inclusive and even about prices. I'd say it’s a tie between 


picture. Editorials, technical articles, market reports your editorial features and the advertisements 


‘ . $0 7 a 
as to which gives the most information ... ' 
1,016 advertisers used The Iron Age last year — 


their 7,921 pages of advertising made “pieces” which 


and an exceptional diverse arrangement of advertising 
all play their part. 


And it’s a mighty /mportant picture to these key men. More and more advertisers . . . discover- 

ing this basic truth... are making sure | 
they reach the buyers they want by ad- fi, = 
vertising in their own specialized HAIRE ; 


PUBLICATION, 


Their jobs require them to keep their heads up and _ fitted together to make a comprehensive picture of 


look beyond any one single segment or activity. These _ vital information for the metalworking industry. If 


are the men who plan, who recommend, who specify _ your product or your client’s product is missing from | 
For each HAIRE magazine deals with one 3 

| market... it covers that market com- 

| pletely ... directly... and is sought, read 

| 


and studied by the buyers in that field. 


and buy. One Iron Age subscriber — a design engineer _ the picture we suggest that you get in touch with The 


— sums it up neatly in a letter he wrote us recently: Iron Age representative in your vicinity. 


“In Business Papers, look for the ABP Seal of Integrity” 
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ROBERT F. BLAIR 


1016 Guardian Building 
Cleveland 14 


Fe ashion 


H. K. HOTTENSTEIN y ressonies, 
| 


1134 Otis Building 
Chicago 3 


PEIRCE LEWIS 


7310 Woodward Ave. 
Detroit 2 


R. RAYMOND KAY 


2420 Cheremoya Ave. 
Los Angeles 28 


Franklin 0203 Main 0988 Trinity 1-3120 Granite 0741 \\t \\\S CRIMES 
R. M. GIBBS C. H. OBER B. L. HERMAN D. C. WARREN Wik | MOTION NOVELTY 
428 Park Building H. E. LEONARD Chilton Building P. O. Box 81 CX. EM Ce ey 
Pittsburgh 22 100 E. 42d Street 56th and Chestnut Sts. Hartford 1 


New York 17 
Murray Hill 5-8600 


Hartford 3-1641 


Atlantic 1832 


Philadelphia 39 
Sherwood 1424 
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BUSINESS PAPERS 
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i i. 20 Advertising Age, November 27, 1944 
es : . » , crease was the availability of more, ever, many lines are still short of | - — 
Display Firm Moves 2 te National Brands /money to the consumer, who “has supply.” a 
Superior Displays, Boston, Mass., ‘traded up’ in quality as he has; Mr. Nielsen said a recent study CAMELS’ 
has moved to larger offices at 1112 in other lines in all forms of re-| made for its clients by his com- beget ee ag 
Boylston St. 0 tailing where such higher quality| pany, in cooperation with the WORE FOR YoU! 
0 ume p 0, of goods were Rage od a |OPA, revealed that housewives 
<i | “As of 1944,” Mr ielsen sai F i 
é @ @ © the source of daily “the per capita consumption of cially-packed peaches, pears and LUCKY STRIK!’ | 
i business news .. . the pref- | antionally advertised brands ex- | pineapples in their pantries’ on Cones eee Peat: 
St erence of management men ie sen e § | ceeds the per capita consumption | Dec. 31, 1943, and only 3,000,000 ' 
1 other commodities in all ter- | cases in October of this year. Also, a CHESTERFIEL! t 
@ @ @ in the greatest indus- New York, Nov. 21.—Despite ra- | Oitorial divisions of the country|that while there were 8,200,000 a | 
trial area—the central west tioning and short supplies, nation- jexcept the Southwest and the|cases of commercially - packed tevsaiseye 
ee: ally advertised brands have in- | Southeast.” vegetables on gy — =o in j 
igs : creased their total volume by 55% | December, 1943, by October, 1944, 
ey Chicago during the war years, A. C. Niel- | Stecks Built Up there were 12,800,000. OLD GOLD? 
=” | sen, president, A. C. Nielsen Com- | He said the low point of retail- Asserting that “the American we'd LIKE To 
4 | of pany, declared at a meeting of the| ers’ stocks of nationally advertised | housewife is very alert in recog- et 
ourna Grocery Manufacturers of Amer- | brands was reached at the middle | nizing a threat to her family’s food 
| ica here today. He said this vol- | |of 1943. “Since that time dealer| supply and is perfectly capable of PHILIP MORRIS? 
Commerce }ume increase has exceeded the | inventories of these brands have | doing something constructive to bath LAGE O68 Gheute 
| inerease for minor brands in all| 


_ gradually increased until they now | meet it,’”’ Mr. Nielsen said the sur- 
commodities. | stand at 33% above the level of| vey revealed that pantries in Octo- 

Given as the cause for the in- | April 1, 1942,” he declared. ‘““How-| ber, 1944, had 133,000,000 cases of 
cember, 1943. 


Provides Factual Basis 


bd Pointing out that his company’s 
reports of the householders’ supp! 
of home-canned and commercially- 


packed foods are the first quanti- 
|tative measurement of this kind 
| oe Nielsen said, ‘modern mar- 
keting research thus makes avail- 


THE “CALL FOR PHILIP Morris 


We'd rather soy "Ves" 


EXPLANATION — Weinberger's | store 
used this large-space ad in the Cleve. 
land News to offer customers its own 
‘ explanation of the current cigar} 
shortage. Lustig Advertising Agency 
handles the account. 


home-canned foods compared to a 
supply of 106,000,000 cases in De- 


‘able to the government and foo¢ 


more listeners per dollar ‘aplilet a Bo 


strictions and later for peace. 
Other facts he revealed fron 

recent Nielsen surveys are: 
“Retail sales of consumer dur- 

able goods, excepting jewelr) 


e e 9 TH which has risen 70%, have steadil 
ined declined during the war years 
while the sale of mnon-durable 

. goods has steadily increased. 
“Consumer purchases of food 
products through grocery an 
country general stores have in 
creased 78% since 1939; during 


* 
this period the proportion of chair 
an any other station — cy ae bes he 
clined; the share of total food sales 
going through independent gro- 
cery outlets has risen from 65.6 


in 1941 to 69% in 1944; chai 


stores, with 10% of the total num- 

° bed y* ber of outlets, ‘still do 31% of the 

in ul Ino a r total volume of grocery store busi- 
= 9 & ness.” 


Kanna Manages WHTD 
Ralph D. Kanna, program dire¢- 

tor of Station WHTD, Hartford 

Conn., formerly WNBC, has bee! 


, a appointed manager of the statia 
*See Latest Surveys! Check Availabilities! succeeding Richard Davis, 1e- 
Re signed. 


National Representatives: Radio Advertising Co. 


Selling To Women While 


Do you realize this market contains over 3% million people: more than these 14 They're Young \ \ 
cities combined: — hansas City, Indianapolis, Rochester, Denver, Atlanta, Dallas, Published by GIRL SCOUTS . 
Toledo, Omaha, Syracuse, Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 155 East 44th Street, New York 17 


Grow along with us! é 
“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” | 225,000 ABC! | 


| MEMBER OF THE YOUTH GRO? 
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Tuere’s no place like HOME-— for comfort. There’s no place like HOME -— for serenity. 
There’s no place like HOME—for reading. And that’s why The Chicago Daily News is 
Chicago’s BASIC advertising medium. 


More than a million reader-friends have chosen The Daily News to be their family 
newspaper; to be the one they can enjoy most thoughtfully and thoroughly in their HOME 
environment and evening leisure. ‘They are Chicago’s key audience. Their needs and 
desires are countless. And they reward advertisers with abundant response. 


Year in and year out advertisers have experienced the profitable productivity of The 
Daily News—a vital HOME newspaper with a million fold, loyal following. In consequence, 
for 43 consecutive years The Daily News has carried more Total Display linage than any 
other Chicago newspaper— morning, evening or Sunday.* The Daily News couldn’t have 
such a leadership record if it were not 


CHICAGO’S BASIC ADVERTISING MEDIUM 


*For fair comparison, liquor linage omitted since The Daily News does not accept advertising for alcoholic beverages 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
é RESPECT: AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 Genera! Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 
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is to be maintained, 
pioneer 


dustry 
tremendous 


“a | could practically double its normal 
effort must| prewar demand, holding sales at 


s | 
Appliance Dealers | be extended in educating the pub- | $18,000,000 in this area. 


Warned fo Start 


Sales Promotion 


Must Develop 
Markets for New 
Units, Institute Says 


Washington, Nov. 21.—Appliance 
dealers in Washington have been 
warned by their local trade asso- 
ciation that their postwar security 
will be assured only if they begin 
active sales promotion — shortly 
after reconversion gets under way 
to build consumer demand for 
eight or more new household ap- 
pliances which made up only a/| 
small part of their prewar activity. | 

Completing a projection of ap- | 
pliance sales possibilities in the 
District of Columbia area during 
the period following re-introduc- 
tion of appliances to the market, 
the Electric Institute of Washing- 
ton, marketing group for appliance 
deaiers, predicts that business will | 
drop off sharply within four yeags | 
after the war unless such items as | 
home freezers, clothes driers and | 
others are commonly accepted. 

The institute predicts, on the 
basis of careful studies by com- 
mittees made up of its member- 
ship, that a tremendous backlog 
of orders will create unprece- 
dented business opportunities, 
with total volume reaching $18,- 
402,000 for the area in 1950, com- | 


pared with $6,914,000 in the peak | 


prewar year of 1941. 
Sales May Decline 


As this backlog is dissipated, 
sales may drop to $9,112,000 by 
1952, but the actual figure will 
depend on the success of appliance 
dealers in creating new markets. 
The survey assumes 


favorable | 
business conditions, prewar prices | 


lic and training sales and installa- 
tion staffs,’ the report. says. 
Purpose of this effort is to make 
sure that new devices are to be 
sold in sufficient volume to replace 
the sharp decline at the time the 
backlog of unsatisfied wartime 
needs is disappearing. 


Sets $21,000,000 Goal 


By 1950, local dealers should be 
able to sell more than $21,000,000 
worth of portable air conditioning 
units, water heaters, attic fans, 
dishwashers, disposals, clothes 
driers, home freezers and tele- 
vision sets, the report says. 

If this sales goal can be reached, 
the institute says, “it does not ap- 
pear too optimistic to anticipate 
that what would otherwise be a 
decided slump in volume when the 
backlog dries up would even out 
and annual sales could continue at 
new heights established during the 
peak years.” 

According to one chart based on 
the survey, with success in pro- 
moting new items, the industry 


“This will be possible only if a 
new concerted effort of advertising, 
sales and promotion is centered on 
these new devices during those 
lush years when saturation of 
pentup demand appears to assure 
volumes never before attained in 
the industry,” the institute de- 
clares. “It cannot be expected 
that even the lure of television and 
home freezers will develop with- 
out intensive promotion such as 
has been necessary with practi- 
cally every other new device 
which has ever been brought to 
general public acceptance by the 
industry. 

“These alluring prospects as 
presented for the postwar years 
will be possible only if there is 
no general economic recession in 
the over-all business picture. It 
appears that the electrical industry 
will make a major contribution in 
initiating and maintaining that 
full employment which is essential 
to the improved standard of living 
toward which all industry is aim- 
ing. This contribution, however, 
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may depend in a major 
upon the conscious relation of in- 
dustry’s responsibility to general 
economic progress; here again it 
will be necessary for all branches 
of the industry to exert a special 
effort and plan well in advance if 
we, with the balance of American 
industry, are to prosper.” é 

The report provides estimates 
for washers, ironers, cleaners, re- 
frigerators, ranges, radios, and oil 
burners, as well as the new 
devices. Figures for radios have 
not been extended through the 
postwar period because of the un- 
certainties created by FM and 
television. Oil burner figures were 
scaled down in anticipation of spe- 
cial public relations problems that 
may result from wartime rationing 
experiences. The report was pre- 
pared by the Electric Institute of 
Washington under direction of J. 
S. Bartlett, managing director. 


To Geare-Marston 

Frank A. Fortescue, formerly of 
the Lavenson Bureau, Phila- 
delphia, has joined the copy di- 
vision of Geare - Marston, Inc., 
Philadelphia. 


degree | 


Utility Measures 
Appliance Need: 
in Cincinnati 


Cincinnati, Nov. 21.—If fi. ire, 
just collected in a postwar sv \e, 
are correct, customers served }) 
the Cincinnati Gas & Electric 
Company and the Union | ieh 
Heat & Power Company wil] 
the market, as soon as these 
ucts are available, for. . 

....51,698 washing machine: 

...389,210 electric refrige) 
.. .36,463 vacuum cleane: 
.. .35,964 console radios 
.. .33,716 irons 

..29,470 table radios 

....23,726 gas cooking ranges 
and equally impressive numbers 
of other gas and electric appj- 
ances. 

The figures are projected from 
questionnaire returns based op 
mailings to every fifth customer on 
the companies’ books, resulting jn 
complete returns from slightly 
more than 5% of all customers. ° 

They were asked to check which 
of 39 appliances they had, which 
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and historic rates of replacement. | Start 
On the basis of its report, which | 

is complete with projections for | As you 
every major appliance, the insti- | 

tute suggests that adjustments be possik 
made immediately “if the industry 

is to make full utilization of the netwo1 
opportunities which will be pre- | 

sented.” , F 

For one thing, all branches of | with < 
the appliance industry are urged | 
to plan for increased personnel, | 

increased warehousing and display | Pick ; 

facilities, and financing require- | . 
ments for handling bigger stocks. | 

Moreover, if these expanded potent 
facilities are to be continued and 

the profit position within the in- | populé 

in the 

provic 

Take 

market 
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Freedom of thought. freedom of expres- 
sion, freedom to work where we choose 
or to own a business .. . all these free- 
doms spring from concepts. And = con- 
cepts must be learned. 
That's why teaching is a significant pro- 
fession, and teachers are significant peo- 
ple fwenty-tive million youngsters... 
tomorrow's men and women .. . look to 
teacher for help and inspiration. She not 
only teaches readin’, ‘ritin’, and ‘rith- | 
metic. She helps to engender courage and 
honesty of character a belief in the | 
American way of life 
What are you doing to help teachers get 
the picture fell them about your 
standards of business, yvour ideals of free 
enterprise, your place in America’s great 
ness their official publication, State 
leachers Mag nes 700,000 bona fide | 
subscribers in 42 states 

Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, Inc. 


307 N. Michigan Avenue, Chicago 1, Ill. 


An association of 42 state teachers 


magazines 
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neea replacing, and to indicate 
thei: first, second and third choices 
for purchase. The sales potentials 
ven above result from a combi- 
nation of the “need replacement” 
and buying choices shown, but it 
should be explained that if the 
same item was listed in both col- 
umns on the same return, it was 
counted as a “need replacement” 
yote and not counted as a buying 


Results of the elaborate survey, 
which gives saturation figures for 
each appliance, as well as replace- 
ment needs and buying choices, 
have been published by the utili- 
ties. One of the most significant 
statements in the volume is that 
on postwar merchandising, indi- 
cating that merchandising of appli- 
will hereafter be left to in- 


ance 

dependent dealers. 

“On May 2, 1942,” says the 
statement, “the utility discon- 


tinued merchandising because of 
wartime conditions. For the past 
eight years the utility cooperated 
with the local distributors and re- 
tailing industries to further the 
sale of appliances. It is contem- 
plated that this cooperation will 
continue fully and vigilantly and 


that merchandising be left to the 
industry as long as it does the job 
to mutual satisfaction. 

“The handling of inferior mer- 
chandise that ultimately brings 
about higher costs of serving our 
commodities, cutting of prices or 
making exorbitant trade-in allow- 
ances or using appliances in the 
low-priced field as leaders for the 
express purpose of attracting cus- 
tomers for other kinds of mer- 
chandise; also any other undesir- 
able factors that may contribute 
to industrial demoralization and to 
diminishing residential consump- 
tion of our commodities will nat- 
urally create problems that will of 
necessity invite more stabilizing 
influences for the general good of 
the industry.” 


Ottinger to ANPA Post 


John C. Ottinger Jr., a member 
of the promotion copy staff of the 
Bureau of Advertising, ANPA, has 
been promoted to the newly-cre- 
ated position of assistant promo- 
tion manager of the Bureau. He 
was previously promotion man- 
ager of Food Field Reporter and 
Drug Trade News. 


15% of Farmers 
Plan to Build 


New Houses 


Philadelphia, Nov. 22.—A _ sub- 
stantial percentage of farm fami- 
lies will share in the nation’s post- 
war housing boom, and a large 
number of those families already 
have set aside sufficient funds to 
pay for new homes, according to 
Donald M. Hobart, head of the re- 
search department of Curtis Pub- 
lishing Company. 

Speaking before the Phila- 
delphia chapter of the American 
Marketing Association here last 
night, Mr. Hobart said that his 
company, publisher of Country 
Gentleman, is convinced that the 
farmers’ “individual ‘designs for 
living’ in the aggregate will de- 
termine, in large part, the future 
of America and the future of the 
individual manufacturer.” 

He said his department had 
made a study of housing needs of 
2,400 farm families, representing a 
national sample of the upper 
farming group, and that 14.9% of 


It's easy, Kenneth! 


So you want to know what it takes to build a network like Mutual. 


Thanks for your letter, Kenneth. 


The answer is simple. 


Start ten years ago, with four big stations in four big markets. 


As you add outlets, remember the need for placing them as close as 


possible to the listeners you want to serve. 


Keep extending the 


network every year until you make it the largest in the world, 


with 245 stations. 


Pick all your stations carefully, Kenneth. Make sure each one has a 


potent, friendly voice in its own community. Dominant power and 


popularity in the biggest cities and an intimate, neighborly touch 


in the rest of home-town America --that's what your network should 


provide -—and that's what Mutual delivers. 


Take your own home town. 


market served from within by just one network, Mutual. 


few figures, Kenneth. 


Port Huron is a good example of a key 


Jot down a 


Did you realize that your 33,000 neighbors 


earn over $46,000,000 a year, and spend more than $25,000,000 a 


year in retail purchases alone?* 


Yours is a mighty important market, 


anc so are the other 140 centers where your network has the only 


SteLion=--not to mention the rest of the nation where Mutual's 


Volice 


is so continuously welcome in cities large and small. 


One final thought, Kenneth. As you plan the 'organazation' of your 
rac\o network, don't forget to keep the cost-per-ear at a rock- 
bo.tom minimum. That's what Mutual offers: an evening half-hour on the 


network, at peak listening periods, for as little as $7,550. 


this 


... 18 MUTUAL 


*Corporate city-limit figures, 1943, from Sales Management. 


| of those questioned expect to build} 
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a new farm house. 

Of that group, he said, 12% in-| 
tend to build before the war ends, | 
38.6% after the war, and 34.1%} 
after wartime restrictions are| 
lifted. In terms of years, those in- | 
tending to build indicate that} 
19.2% of their group will build| 
within one year, 25.3% within two | 
to three years, and 23% within 
three to five years, he said. 

Farmers answering the question, 
“How do you plan to pay for the 
new farm house?” revealed that 
66.3% of their group intend to pay 
cash and 66.6% already have set 
aside sufficient funds for the pur- 
pose. In the majority of cases, 
these funds are either in cash, war 
bonds, or other liquid securities, 
Mr. Hobart said. 


CBS Creates New Dept. 
of Engineering Research 


With a view towards the appli- 
cation to peacetime network oper- 
ations of electronic advances made 
during the war, CBS has created 
a department of engineering re- 
search and development, at the 
same time expanding its existing 
general engineering department. 
Dr. Peter C. Goldmark, CBS chief 
television engineer, will head the 
new division, while William B. 
Lodge has been named director of 
general engineering and will con- 
tinue to head that department. 

Technical operations in the 
fields of standard broadcasting, 
FM and shortwave broadcasting 
will continue under the direction 
of Henry Grossman, director of 
technical operations, and under 
the general supervision of James 
M. Seward, CBS director of opera- 


tions. 
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end All Landing Independen: Grocers, Drwggian, Hardware and Jewetry Stores 


NEW POLISHER—Munising Paper Co., 
Chicago, is using Milwaukee news- 
papers to test the appeal of Silver- 
Sheets, impregnated-paper silver pol- 
isher. The new product is offered by 
chain and independent stores, whose 
names are listed at the bottom of the 


copy. 


Bermuda to Resume 
National Campaign 


Looking forward to the resump- 
tion of tourist trade after the war, 
and to newspaper and magazine 
advertising, Bermuda Trade De- 
velopment Board has authorized 
N. W. Ayer & Son, its advertising 
and public relations counsel, to 
reestablish the Bermuda News 
Bureau. Stanley P. Nickerson of 


| Ayer has gone to Bermuda as its 


McDutffee Joins Y&R 

R. Stuart McDuffee, formerly 
business manager of Drug Mer- 
chandising, Toronto, has joined 
Young & Rubicam Ltd., Toronto, 
as account executive. 


manager. 

Marvin Murphy, Ayer  vice- 
president who recently returned 
from Bermuda, said that, instead 
of being spoiled by United States 
bases, it has been made more at- 
tractive by them. 
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KANSAS CITY 


“nusuat MERCHANDISING SERVICE 


The Only Kansas City 
Basie Glue Hetwork Station 


CALL ANY JOSEPH HERSHEY McGILLVRA OFFICE 


e UNUSUAL 
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5000 Watts 
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Join Roberts & Reimers 

David H. Goldstein, Frank A. 
Richardson and John Kirwen 
Lucken have been appointed copy- 
writer, production manager and 
space buyer, respectively, by 
Roberts & Reimers, Inc., New 
York. 


BURTON 


CHICAGO 


BROWNE * 


ADVERTISING SS, 9000 


Fruit Growers 
Exchange Bids for 
Future Customers 


Sales at Peak but 
West Coast Group 
Continues Advertising 


Los Angeles, Nov. 21—To as- 
sure future sales of larger crops, 
the California Fruit Growers Ex- 
change continued its extensive ad- 
vertising of citrus fruits during 
1944 despite wartime, demands 
which exceeded the supply. 

During the past year, Paul S. 
Armstrong, general manager, re- 
ported at the annual meeting last 
week “wartime demand has elimi- 


nated the need of advertising in 
support of immediate sales. Uni- 
versal buying power, however, has 
increased the opportunity to reap 
rewards for the future through 
educational advertising.” 

This situation, he added, per- 
mitted the Exchange to continue 
educational types of advertising 
which employed reason-why copy 
in monthly and weekly magazines 
and in newspapers throughout the 
country. 

“Supported by government en- 
dorsement of citrus fruit as .one 
of the ‘Basic 7’ foods,’ Mr. Arm- 
strong declared, “the goal is to 
convince former non-users and in- 
frequent users that citrus fruits 
are an essential part of a healthful 
diet. To the extent that this is 
accomplished, the citrus industry 
will fare better in the postwar 
years when food budgets are 
smaller.” 


Refunds to Be Made 


The advertising program for the 
past year was based on an invest- 
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ment of 5 cents per packed box of , Exchange maintained promot) na) 


oranges, 14 cents on lemons and 
1 cent on grapefruit. The orange 
levy was reduced 1 cent from the 
previous year, with lemons in- 
creased 2 cents per box. Refunds 
of unexpended balances, amount- 
ing to $180,000, are to be made on 
the several varieties of fruit. ‘ 

Promotion of lemons as a laxa- 
tive and for colds, two of the four 
separate campaigns undertaken by 
the Exchange, have built up the 
list of users from a_ negligible 
group to more than 8,000,000 con- 
sumers, Mr. Armstrong said, “and 
these new efforts are really just 
beginning.” Media used included 
Magazines, farm journals, maga- 
zine sections of Sunday newspa- 
pers, transportation advertising, 
platform posters, and outdoor 
painted bulletins. 

Induction into the armed forces 
and transfers to district sales 
offices cut the dealer service divi- 
sion from a high of 67 men down 
to five at the end of the season, 
Mr. Armstrong explained, but the 
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PRINTING PRODUCTS CORPORATION 


Equipment and 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment an gBbewsication to produce, 

such as Booklets. Price Lists. Flyers. House Organs. C 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 


Organization is unusual 
Printing Counsel is 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Should Know What 


Can Do For Them 


given on Economical Production 


NATIONAL AND LOCAL 


Operation is Day and Night. 


and Proper Quality. 


fVention Dailies. Proceed- 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 
tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best. which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 
PROPER QUALITY 
because of up-to-date equipment and best workmen. 
QUICK DELIVERY 
because of automatic machinery and day and night operation. 
RIGHT PRICE 
because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


FORMER ROGERS & HALL COMPANY 


Clean Linotype, 


Monotype and Ludlow type- 
setting. 


All Standard Faces 
of type and special faces, if 
desired. 


Good Presswork — 


one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 
service as fast as copies are 


completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


nunling Froducls Corpouilion 


LUTHER C 
Chairman am 
Management Advisor 


L. C. HOPPE 
First Vice-President 
Assistant Chairmar 
and Managing Director 


4. R. SCHULZ 
President and 
Director of Sales 


ROGERS 


Artists « Engravers °¢ 


: PRINTER SPECIALISTS 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS W- ©. 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 


Secretary 


FREELAND 
Treasurer 


contacts via direct mail, inclu ino 
its “Sunkist Merchandiser” ng 
“Sunkist Extractor News,” ang 
expanded its orange and le non 
trade publication advertising | - 
paign to deliver sales and se: vice 
messages to retailers normally 
visited once or twice a yea by 
Sunkist dealer service men. 


Shipments Are Up 


The Exchange, the Califo. nig. 
Arizona cooperative which nar. 
kets three-fourths of the we-terp 
citrus crop, shipped 96,700 car. 
loads of oranges, lemons anq 
grapefruit—11,600 cars more than 
in 1943. The only variety showing 
a decrease in shipments was |em- 
ons, which were only 300 cars 
short, despite a relatively smalj 
crop. 

Government demands for citrys 
by-products in 1944 were less than 
in the previous year, thus making 
more fruit available for Civilian 
consumption. Most of the orange 
juice and pectin produced at the 
Exchange by-products plants was 
delivered to the government for 
military and lend-lease purposes, 

“Throughout the year 3,212,000 
boxes of Sunkist fruit were used 
by the military forces in the 


| United States, with an increasing 


amount being shipped recently to 
our fighting men in various parts 
of the world,” reported Mr. Arm- 
strong. “Except for limited ship- 
ments to Hawaii, we made no 
fresh fruit exports overseas for 
civilian use.” 


NRDGA Issues 1945 


Promotion Calendar 


The 1945 edition of the sales 
promotion calendar, prepared by 
the sales promotion division of the 
National Retail Dry Goods As- 
sociation, is being released two 
months ahead of schedule because 
of its new format—a _ loose-leaf 


| binder which replaces the earlier 
|cardboard covers. 


The new cal- 
endar has been expanded “‘to in- 
crease its value to distributors 
throughout the country.” 

The calendar marks important 
historical events for almost every 
day in the year, contains an an- 
alysis of sales percentages for 1943 
and 1942 covering every depart- 
ment in a modern department 
store, and carries Federal Reserve 
statistics comparing 1943 and 1942 
figures. 


Presto to Hackett 

Presto Recording Corporation, 
New York, manufacturer of sound 
recording equipment and discs, has 
appointed M. H. Hackett Com- 
pany, New York, to handle its ad- 
vertising. 
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| MRS. DOROTHY S. THACKREY 
| ‘ owner gpd publisher of the : Wes 


Mrs. Thackrey takes 
particular pleasure in confirming an 
agreement for continuing and enhancing 
present program policy under 
the same management that has successfully created 
and established WLIB as ‘‘a distinguished 
New York station.’ WLIB looks forward . 
to increased power and more time on the air 


while planning FM, television, and facsimile. 
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Release Simms Copy 


E. W. Reynolds & Co., Toronto, 
is releasing a series of advertising 
for T. S. Simms & Co., St. John, 
N. B., on Simms shaving brushes. 
English and French magazines and 
rotogravure in English and French 
weekend papers are being used. 
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Product Selling 
Copy Increasing, 
Analyses Show 


New York, Nov. 22.—A definite 
| trend toward product selling copy 
in industrial advertising has de- 
veloped in the past few months, 
according to the Wall Street Jour- 
nal, which bases its finding on 
analyses of advertisements appear- 
ing in composite editions of the 
Journal issued in April and Sep- 
tember. The analysis of the Sep- 
tember edition was made by the 
Journal’s research staff, headed by 
George J. Delaney, and the analy- 
|sis of the April edition was by 
'C. Franklin Brown, Chicago ad- 


| vertising agency head. 
| 


181 advertisements in the Septem- 
ber edition were devoted to pub- 
licising products or services, com- 
pared with similar copy in only 
about half of the 141 advertise- 
ments appearing five months ear- 
lier, the analyses show. Copy de- 
voted to war use of products and 
to companies’ participation in the 
war effort dropped from 31 adver- 
tisements to 22 ads for the same 
period, representing a decrease 
from 21.98% of all April adver- 
tisements to 12.2% of all Septem- 
ber copy. 

Similar figures on use of illus- 
tration in the advertisements fol- 
lowed the same pattern, an analy- 
sis of illustration appeals for each 
of the two months reveals. 


Postwar Applications Second 


The analysis of copy appeal in- 
cluded the following figures: In 
April, 71 ads, or 50.36% of the 


total, were devoted to selling 
product or service, compared with | 
139 advertisements and 76.8% in 


Advertising Age, November 27, 194 8 adverti: 


7.10%, were devoted to postwar 
application, compared with 10 ads, 
or 5.5%, for September; for April, 
there were 27 institutional ads, or 
19.14%, compared with 10 institu- 
tional ads, or 5.5% in September; 
for April, 2 ads about Army-Navy 
“FE” awards, and none in Septem- 
ber. ‘ 

The analysis of illustration ap- 
peals shows that of 120 illustrated 
advertisements in the April edi- 
tion, war illustrations featured 29 
ads, or 24.17%, compared with 22 
war illustrations out of a total of 
134 ads, or 16.4% in September. 
Illustrations of products and their 
use jumped from 25.84% to 46.3% 
over the same period. There were 
31 such advertisements in April 
and 62 in September. 

The use of general illustrations 
increased only slightly in the 
period—34 ads representing 28.33% 
of all in April, and 39 ads repre- 
senting 29.1% in September. 

Other figures on_ illustration 
were: Trademarks, 10 ads and 


| More than three quarters of the| September; for April, 10 ads, or! 8.33% in April, compared with 3 


as 30 bu. per acre @ $2 


basket... And as might 


as plastics and paint source... 


remarkable Soybean! . 


Very old bean in the Orient, 
and versatile—very ... edible green 
(B and G vitamins), preserved, dried 
or as meal... fancied in Foochow when 
sprouted and fried . . . potent as stock 
provender—4o0% protein and 20%, fat, 


an over-ground oil well! ... parvenu here 


the truly 


. . Prolific, drought 


and insect resistant, soybeans yield as much 
.04 per bu... . further 


diversify, add a prize egg to the farm income 


be expected, 94°) of 


the soybeans come out of the SF territory—the 
thirteen Heart States, New York and Pennsylvania 
. .. where investments in farm land and machinery 


are higher, and diversified crops 


and high yields bring the highest farm incomes 


. +. give a margin over expense enjoyed by no 
sizable urban bracket... 
subscribers the best ‘‘class’’ market in the world 
today ... SF reaches 63° of farms rated at $6,000 or 
over, spent forty-odd years in service to earn its status... 
stands as a major influence in a major part of the national 
market, now so important no sensible national 
advertiser will neglect it any longer... Ask for the 
facts, any office . . 
Des Moines, New York, Chicago, Atlanta, 


San Francisco, Los Angeles. 


make the SuccEssFUL FARMING 


. SUCCESSFUL FARMING, 


| ‘ Hotr 


Keep your eye 
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LEAR ANNOUNCES—To inform deal. eo. 7 
ers and distributors that ''a new name a oo 
in home radios is soon to appear,’ = 4 
Lear, Inc., Chicago (formerly Lea; peted tc 
Avia, Inc.), is placing this ad in half _ ic - 
a dozen radio, furnishings and other pes 
trade publications, and in January will co = 
reach consumers with ads in national wateng + 
magazines and trade publications, i 1: ; 
“Available in a wide price range,’ the ; ate 
| Lear sets will include FM, television Datnoint 
| and other features, in all popular mod. f lore’ 
| els. Newspapers will be used later jn s — % 
| 1945. Agency is Arthur Kudner, Inc, o i - 
Naw York. cnandaisi 
provislo! 
| training. 
ads and 2.2% in September; post- chandisi 
war, 4 ads and 3.33% in April zed to f 
compared with 4 ads and 3.0% ; year for 
September; manufacturing proc- aundry 
esses, 7 ads and 5.83% in April f the k 
compared with 1 ad and .8% Messa; 
September; employes and man- ing in E 
| power, 3 ads and 2.5% in April Dealer, 
compared with 3 ads and 2.2% ir National 
| September; Army-Navy “E,” 2 ads HB Retailing 
|} and 1.67% in April, compared with §@ Hotpoint 
j;none for September. New Yo 
——_—__—_ Pittsburs 
Drug Jobbers Plan pects 


‘Store of Tomorrow’ attle, Sa 
The National Wholesale Drug- 
gists’ Association, New York, in 
cooperation with Drug Topics, is 
surveying 50,000 retail druggists t 
determine what the drug store of 
| tomorrow will look like and what 
new services it will perform in the 
| community. 
Plans for enlisting the coopera- 
|tion of the wholesalers’ staffs i 
| contacting retailers are under way 
| way. 


| Joins Goldman & Gross 


| Margaret Greenamyer, former!) 


production manager of Fogarty- 
Phelps, Chicago, has joined Gold- 
man & Gross, Chicago agency, in 
a similar capacity. 


| Create that mood — and you »* pi 
story GETS OVER with the gre. ‘ isn 
who work with their hands. | ere" eal 
WDZ we've been successfully « e:!!" rti 

| that mood for 23 years. ti 

Strict “DIRECTIONAL PRO: RAY d 
MING” — that’s what it is! Ma e} 
large advertisers have boug | 
time and then extended N° [!0% 


ALLY the methods discovered 


Remember, too, that fully o 
of Illinois’ huge livestock poy 
is in WDZ’s Primary. Write 


| HOWARD H. WILSON CO., New 
Chicago, San Francisco, Hollywood 
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Hotpoint Dealer |. 
Plan for Electric 
Kitchen Launched 


( ago, Nov. 24.—Coordinating 
ie publication advertising 
campaign with a series of distribu- 
tors meetings, Edison General 
Electric Appliance Company will 
initiate a “selective dealer plan” 
in December, according to Ward 
R, Schafer, general sales manager. 
The dealer plan will be based on 
all-eicctrie complete kitchen mer- 
chandising. 


Applying the results of a three- 
year survey of appliance retailing 
in large stores, the program in- 
cludes a “key account presenta- 
tion” for use in 125 large cities. 
“While our studies indicate that 
the largest volume sales in specific 
markets went to the appliance 
manufacturer represented by a 
‘key’ retailer,” Mr. Schafer said, 
“our complete kitchen sales pro- 
sram is not an effort to keep com- 
plete kitchen sales confined to 
large stores, but rather to take ad- 
vantage of the merchandising value 
of setting up planned kitchens in 
stores Which can capitalize on 
their dramatic qualities.” 

Declaring that fewer, but “high | 
quality” dealers, will be sought by | 
Hotpoint, he emphasized the value | 
of increased pre-selling by con- | 
sumer advertising, kitchen mer-| 
chandising displays, installation | 
provisions and _ use-value sales | 
training. He said Hotpoint’s mer- | 
chandising plan would be organ- | 
zed to function “12 months of the | 
ear for every key account.” Home | 
laundry equipment will be a part} 
f the kitchen displays, he added. 

Messages to dealers are appear- | 
ing in Electrical Home Equipment | 
Dealer, Electrical Merchandising, | 
National Furniture Review and/ 
Retailing Home Furnishings. The | 
Hotpoint meetings will be held in | 
New York, Boston, Philadelphia, | 
Pittsburgh, Atlanta, New Orleans, | 
Chicago, Columbus, Minneapolis, | 
Kansas City, Salt Lake City, Se- 
attle, San Francisco and Los An-| 


Good Reading 
Habit... 


\lert young Canadian 
omen are in the habit 
i turning to Chatelaine 
help in every field 

! activity — for infor- 
‘ation on home man- 
gement, cooking, child 
elfare, handicrafts, 
hions, health and 
eauty; as well as en- 
rtaining fiction and 
ticles about people 
d affairs. Circulation 
ver a quarter of a mil- 
reaching one in 

ir English - speaking 
ban homes in Canada. 


hatelaine} 


HOMAH S —py 


niversity Ave., Toronto 2, Canada 
Chicago, Montreal, London (Eng.) 


— 
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geles. They will be conducted in- 
four cities concurrently so all dis- 
tributors will hear the program in 
December. 


Stanfield Appointed 


Harold F. Stanfield Ltd., Mon- 
treal, has been appointed to handle 
advertising for Miner Rubber 
footwear, product of Miner Rub- 
ber Company, Granby, Quebec. 
Consumer copy, which has been 
absent for several years, is now 
appearing in English and French 
farm publications, 


Magill Opens N. Y. Office 
Magill - Weinsheimer Company, 
Chicago, creator and producer of 
merchandising aids, has opened a 
New York office at 369 Lexington 
Ave. Edward F. Blechta, vice- 
president, will be in charge. 


Doner Appointed 


Lorstan & Thomas Photographic 
Studios, Newark, N. J., has ap- 
pointed W. B. Doner & Co., De- 
troit, to direct advertising in 
newspapers, radio and direct mail. 
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Hammer Promoted Mason Rejoins Walsh 

Robert Q. Hammer, advertising Ross Mason, for the past three 
director of Consolidated Products| years with the RCAF public rela- 
Company, Danville, IIl., has been | tions office in Montreal, has re- 
appointed merchandising director.| turned to Walsh Advertising Com- 
He .will also direct sales promotion | pany, as head of its Windsor, Ont., 
and dealer service. office. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


on the Pacific Coast, too! 


YOU HAVE TO GET 


BOTH 


The Pacific Coast is divided into two markets, from 


the standpoint of retail sales. Unless you cover both 


of them, your battle for complete radio coverage is 


only halfwon. And you can cover both markets com- 


pletely only if you use Don Lee, because 50% of the 


retail sales on the Pacific Coast are made OUTSIDE 


the counties in which Los Angeles, San Francisco, 


Oakland, Portland and Seattle are located—and only 


Don Lee completely covers this OUTSIDE HALF. 


Take a look at a map. You will notice that most 


markets in the outside half are surrounded by moun- 


The Nations Greatest Regional Network 


tains. In the mountain-surrounded areas long-range 
broadcasting doesn’t work. What does work is local 
stations—and lots of them. The Don Lee Network 
has 38 local stations, broadcasting from within these 
rocky barricades. A special Hooper coincidental tel- 
ephone survey of 276,01y calls (largest ever made 
on the Pacific Coast) showed 60 to 100% of the lis- 
teners in many of these outside markets were tuned 
to Don Lee. 

Take a look at your regular Hooper Reports to 
learn how well Don Lee covers the inside half of the 
Pacific Coast, too. During the past year, all the shows 
that have switched from any of the other 3 networks 
to Don Lee, have received higher Hooper ratings 
within 13 weeks! 

Don’t be satisfied with only half the Pacific Coast. 


Buy Don Lee and get both halves, complete coverage! 


THOMAS S. LEB, President 


LEWIS ALLEN WEISS, Vice-Pres. ¢ Gen. Mgr 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 


Represented Nationally by John Blair & Co. 
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Government Men Study Effects 
of Public’s Wartime Savings 


Washington, Nov. 23.—As gov- 
ernment officials see it, the $110,- | 
000,000,000 in bonds and other} 
savings which Americans have 
accumulated during the war will 
play an important part toward the 
creation of a _ stable economy 
capable of providing the often- 
mentioned 60,000,000 useful jobs. 

According to official explana- 
tions, these savings, merely by 
their existence, will broaden the 
base of the market for numerous 
durables and appliances, for mil- 
lions of citizens for the first time 
in their lives now have sufficient 
cash reserves so that they can feel 
free to buy luxuries and better 
quality durables than they ever 
previously considered. 

Discussed by representatives of 
two widely separate units of the 
government last weekend, this 
theory is predicated on the belief 
that only a small portion of the 
wartime savings will be liquidated, 
the new buying power stemming 
from a willingness to spend more 
of current income, or to exercise 
consumer credit. 

Wartime savings, according to 
Walter Crowder of the Depart- 
ment of Commerce, amount to 
more than the entire national in- 
come for 1942. The $110,000,000,- 
000 compares with $7,500,000,000 
saved in 1940. Thomas H. Lane of 
the Treasury points out that war 
bond sales alone, currently total- 
ing $34,700,000,000, are four times 
the combined 1941 sales of the 


10 largest department stores in te | 


United States, plus the sales of the 
15 largest advertisers of that time. 


By STANLEY E. COHEN, Washington Editor 


* * 


Paul A. Walker, who heretofore 
has been overshadowed by ex- 
Chairman James Lawrence Fly, is 
said to have something of a repu- 
tation as a utilities-baiting prose- 
cutor back in his home precinct 
in Oklahoma. So perhaps it is 
worth while to note that ina recent 
speech, he went to some lengths 
to report his belief that broadcast- 
ers are moving in the right direc- 
tion. Advocating private owner- 
ship with government supervision, 
and not apologizing one bit for 
anything the FCC did under Mr. 
Fly, administration - supporter 
Walker nevertheless was “heart- 
ened” by the fact that “station 
managers generally are manifest- 
ing an increasing sense of social 
obligation.” 
* * 

Buy: FTC Chairman Robert E. 
Freer predicts that the full text of 
the Commission’s advertising, study 
will be available from the Superin- 
tendent of Documents here Dec. 15. 
The price, 15c. Alert: True to its 
slogan about “Neither rain, nor, 
etc.,” the Post Office Department 
is now getting the mail through to 
Belgium, and even parts of Greece. 
The department plans to deliver 
85,000,000 Christmas parcels to 
servicemen overseas. It has 3,022 
railroad car loads of them at its 
special Sunnyside, L. I., Post Office 
alone. 

* a 2k 

Impressions-of-the-Week: Con- 
gressman Charles Halleck, spear- 
head of the anti-grade labeling 
forces in Congress, enthusiastically 
clasping hands with Leon Hender- 
son, whose exodus from OPA was 
speeded by Halleck’s grade label- 
ing investigation. The setting was 
the sparkling Cabinet Room of the 


Compliment: FCC Commissioner | Carleton Hotel, where all pent 
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CG Shreveport Times Station 


SHREVEPORT,. LOUISIANA 


THE 


BRANHAM CO. 


differences were set aside as the 
can-do element of Washington offi- 
cialdom gathered in honor of John 
and Gardner Cowles. The party 
was arranged by Merle Jones, gen- 


|eral manager of Cowles’ recently- 


acquired station, WOL, and T. A. 
M. Craven, vice-president of the 
Cowles Broadcasting Company. 

People: Roland P. Brown, who 
was once assistant advertising di- 
rector of Pontiac, and sales director 
of R. L. Polk & Co., has been named 
director of the durable goods and 
products division of the WPB 
Office of Civilian Requirements. 
Edward C. Von Tress, who was in 
the Curtis Publishing Company’s 
Chicago office for 15 years, is now 
administering WPB’s magazine 
limitation order L-244, releasing 
Don Shook for full-time service as 
deputy director of the entire print- 
ing and publishing division. Geof- 
frey Baker, who for 8% years was 
a merchandising executive with 
General Foods Sales Company, has 
replaced Jean F. Carroll as direc- 
tor of the OPA food price division. 

* 1 co 

Mail Bag: Sometimes we get a 
newsworthy item in chasing down 
the answer to queries which read- 
ers send in. For instance, a de- 
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partment store wanted to know 
whether Montgomery Ward vio- 
lated WPB’s declaration of policy 
when it featured textile items in 
a Ward week sale. According toa 
WPB spokesman, the answer is 
emphatically “Yes.” This spokes- 
man said WPB is still asking 
merchants to abstain from adyer- 
tising textiles or creating demands 
for them. The policy is purely 
voluntary, and though most mer- 
chants have banded together lo- 
cally to make it work, the WPB}| 
spokesman said the government 
can do nothing to those who do 
not want to go along. 

Another problem was submitted | 
by a magazine, about a war plant 
which had bought space and evi- 
dently experienced difficulty in 
explaining the advertising as a 
legitimate charge against the gov- 
ernment. Advertising in trade and 
technical papers is still considered | 
a fair charge in cost-plus-fixed-fee 
contracts, we learned, but the con- 
tractor must convince the govern- | 
ment auditor that the publication | 
in question is actually a trade or 
technical publication. One test is) 
whether it is read chiefly by trade | 
or technical people; another is the | 


stand sale. 

Hints: ODT would like C) rig. 
mas shopping ads to remind jyy. 
ers to make their trips betwe:» }, 
a.m. and 4 p.m. Other ODT ijjeas 
Queue up for boarding buse: ang 
cars; carry your Own pack :ge< 
have fares ready, and move _, t}, 
rear of car. Grant: WPB h:. re. 
leased ethyl alcohol for drug- {j- 
letries and cosmetics, mo ut) 
washes, duplicating inks I: 
number of other purposes. I reeg: 
Advertising thermometers and ea- 
noes are on a list of items rx 
from price control. Applause: Fy 
Broadcasters, Inc., is among aggo- 
ciations which have cancelled an- 


; nual conventions at ODT reques 


So far 170 organizations have com- 
plied. Conservation: Henceforth 
Treasury will grind up mutilateg 
currency, bonds and stamps for re- 
use as high grade pulp. In the 
mill: OPA is studying a price jp- 
crease for fractional horsepowe, 
motors, for use in forthcoming 
household appliances. Done: As 
last week’s column went to press. 
President Roosevelt extended re- 
negotiation until June 30, as we 
expected. Also Ernest  Olrich. 
Treasury’s top salesman, ap- 


importance of its general news-| nounced that he would return to 
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ngwear Nov. 27. Peace: Now 


Mun: 

that NAB and FCC have reached 
a compromise on the new program 
‘dentiiication rule, there are no 


witnesses scheduled to appear at 

bl 
ae Commission has set for Mon- 
iay, Under the compromise FCC 
syires full identification of per- 
upplying material or funds 
ntroversial programs. Leaves 
tions for commercial broad- 


requ 
sons 
for ¢ 
regu! 


casts unchanged. 

FTC: The Commission is after 
Penficld Petroleum Products Com- 
pany, Flushing, N. Y. For one 


thing it wants to stop the firm 
fron using “Penfield” in its cor- 
poration name unless all the oil it 
sells contains wholly Pennsylvania 
crude. Other words at issue are 


“refinery”, “certified”, and “guar- | 
anteed”’, and “100% Penna.” FTC} 
is also asking why Langendorf 
United Bakeries, San Francisco, 
advertises that it has been 


appointed official baker for the 
Dionne quintuplets, and it wants 
an accounting of the use that 
Stroehmann Brothers of Williams- 
port, Altoona, Pa., and Olean, N. 
Y,, are making of the slogan “Prize 
Winner Bread.” FTC’s first anti- 


hearings on the rule which | 


freeze action of the season is 
against Frigid Chemical Corpora- 
tion, Stroudsburg, Pa. Also it has 
issued a cease and desist order 
prohibiting General Foods and 
three subsidiaries (Frozen Foods 
Sales Corporation, General Sea- 
foods Corporation and 40-Fathom 
Fish, Inc.) from advertising frozen 
fish as ‘‘perch.” 
Sign-of-the-Times: When the 
dove failed to return to the ark, 
Noah knew the flood was subsid- 


|ing, but we are not quite so sure 


that the visit we had last night 
from a vacuum cleaner salesman 
should be taken as a sure sign that 
the war is over. 


McMurry Co. Moves 


Robert N. McMurry & Co., Chi- 
cago industrial relations and mar- 
ket research organization, has 
moved to new offices at 332 S. 
Michigan Ave. 


Guter Joins Armstrong 
John Guter, formerly head of 
sales activities of Gaines Products 
division of General Foods Com- 
pany, has resigned to join Arm- 
strong Food Company, Sherburne, 
N. Y., as general sales manager. 


‘Salesmen’‘s Cars 
Top OPA List for 
Gas After V-Day 


St. Louis, Nov. 21.—Salesmen’s 
| cars will be among the first to get 
|}additional gasoline after military 
| needs lessen, the National Federa- 
ition of Sales Executives has been 
| advised by the Office of Price Ad- 
| ministration. This information 
|was given by Max McCullough, 
| OPA deputy administrator for ra- 
| tioning, in response to a request 
| by the federation for relaxation of 
|restrictions on gasoline for sales- 
men to facilitate conversion and 
provide jobs for war veterans. 
Mr. McCullough declared, how- 
ever, that additional gasoline for 
civilian distribution would not be 
likely until after the defeat of 
Germany, at which time provisions 
would be made for an increase of 
“B” ceilings across the country. 
Commending salesmen as a 
“severly curtailed” group which 
accepted the restriction in a patri- 
| otic spirit, Mr. McCullough said, 
Beene 4 those who can show busi- 
ness need for their automobiles 


are eligible for ‘B’ gasoline rations. 
This group includes all salesmen. 
On the East Coast, ration boards 


may not issue more than enough | 


gasoline to drive 325 miles monthly 


to an applicant who qualified for | 


‘B’ rations. In the Midwest, this 
mileage ceiling is 475 miles per 
month. On the West Coast it is 
400 miles. This difference in the 
‘B’ mileage ceiling is the result of 


the difference of available supply | 


of gasoline in the three areas and 


the limitations on transportation | 


to permit the movement of suffi- 
cient additional supply to enable 
us to provide uniform ‘B’ ceilings 
throughout the country.” 


Boat Account Placed 


Jack C. Wemple Advertising, 
Green Bay, Wis., has been ap- 
pointed to handle advertising of 
Sturgeon Bay Boat Works, Stur- 
geon Bay, Wis. 


Sweeney Joins Maytag 

A. D. Sweeney, formerly with 
Carnegie-Illinois Steel Corpora- 
tion, Chicago, has been appointed 
director of industrial relations of 
the Maytag Company, Newton, Ia., 
washing machine manufacturer. 
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Pearl Harbor was visited three years ago by his sneaking, slinking creatures 


who violated our Navy and spilled American blood. Too long we have wait- 


ed to return their visit, with tokens of our regard. The time now is at hand. 


You have another opportunity right now to make an extra contribution to 


the festivities our GIs are planning. War Bonds are the best investment in 


the world. Buying them is your privilege. It also is your duty! Take all you 


can afford, and then take some more! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


NEW 


YORK - CHICAGO - 


Tablet Writing and Papeteries .. . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


PHILADELPHIA - CLEVELAND - BOSTON :- ST. 


LOUIS - 


CINCINNATI - 


ATLANTA 
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‘It takes fast work to 


keep the vital facts of 
reconversion before the 
retailer whose business 
depends upon knowing 
those facts. 


On October 27th, and 
again on November 3rd, 
WPB released the first 
complete lists of Spot 
Authorizations to date. 


In each case, only a few 
hours later, RETAILING 
went into the mails with 
the complete lists pub- 
lished for the first time 
anywhere! 


It takes a NEWSpaper, 
with a newspaper's fa- 
cilities for fast reporting 
. .. fast printing, to get 
out news at this high 
speed. 


Already the fastest 
source of news for eight 
home furnishings indus- 
tries, RETAILING will 
gallop into the new year 
ON THE DOUBLE. 


Starting Jan. 1 


NEWS OF ALL EIGHT HOME 
INDUSTRIES 
IN EACH ISSUE 


RE TAILING 


OME FURNISHINGS 


A Fairchild Publication, 8 E. 13th St... N.Y. 3 
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Gamble Enters Export 


Gamble Stores, Minneapolis, and 
its affiliates, Gamble-Skogmo, Inc., 
and Western Auto Supy.y Com- 
pany, Los Angeles, retail and 
wholesale distributors, have en- 
tered the export field with the 
appointment of Jacques Marcel 
Covo, for the past several years 
head of the export department of 
Sears International, to head export 
sales and distribution for the com- 
pany. 


NEC Hears Bowles 


Deny Rumors of 
Price Increases 


Boston, Nov. 21—Chester 
Bowles, OPA administrator, char- 
| acterized as “loose and irresponsi- 
| ble talk” rumors that new goods 
coming back into the market are 
| 20 to 30% higher in price than in 
1942, in a talk before the New 
England Council’s 20th annual and 
third war conference here last 
week. 

Admitting that on some products 
manufacturers need price increases 
to meet wartime cost increases, 
he said that the “reconversion 
pricing program will with very 


few exceptions bring back con- 
|}sumer durable products and the| 


ufacturers need price increases | 
over their 1942 prices, it would be 
most unfair to other business men 
as well as to the consumer if the 
dealers and retailers did not ab- 
sorb them to a reasonable extent,” 
he said. 


Pessimistic Over Postwar 


The Council heard a decidedly 
pessimistic prediction of postwar 
employment conditions from Dr. 
John H. Williams, vice-president 
of the Federal Reserve Bank of 
New York and dean of the Har- 
vard Graduate School of Public 
Administration. A return to the| 
consumption level of 1939, he said, 
would result in unemployment for 
about 20,000,000 potential workers, | 
asserting that full employment 
would be attained only if con- 
sumption by 1947 was at least 40% 
over the 1939 figure. 

Industry must look to new 


Estimated Service Areas of Proposed FM Network of 200 Stations Based 
on “Single Market” Plan — Serving 88.7% of U.S. Population 
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wants, new products and processes| FM NETWORK PATTERN—If Columbia Broadcasting System ideas on Fy pgzinc and 
to stimulate growth of production | allocations as outlined to the FCC, are adopted, FM licensees would be re. John L. 
and consumption on a large scale,| stricted to "single market'' coverage, based on population, and a network of Mo * G 


“Sunday at 4:30,” sponsored by The First National Bank 
of Boston, being broadcast over WBZ from the Boston 
Opera House, which seats 3,000 people. The program is 
on WBZ for a half-hour with a half-hour carry-over for 
the benefit of the studio audience. Entire hour is carried 
on WBZ-FM. A symphonic orchestra of 45 pieces with 
Arthur Fiedler conducting.. Boston’s largest live-talent 
program,, presented by an advertiser new to radio. 


, ; 'he said, pointing to the invention| 200 stations would serve 88.7% of total U. S. population with more than 59 getoat tc ti 
other items which have been off! of the automobile as an example! microvolts per meter. As shown on this CBS exhibit, such a network woulq provided 
| the market at or close to the prices | of the revolutionary type of inven-| cover 46% of U. S. land area and reach 95.6% of urban Population and other 
|at which these products sold| tion needed to enable people to} 83.6% of village population, and 76.6% of farm population. The "single bor was 
shortly after Pearl Harbor.” “lift ourselves by our bootstraps.” | market'' system would mean stations placed in areas of great population rubber 

“In those instances where man- Bernard L. Finn of Life recom- density, with no station designed to cover more than one market. of: 
wo Ira 

| : “~— —Miassume_ € 

_mended at a community-planning JJafter the 

| session that community planning Mputadiene 

| be permitted to rest on sales plan- Jfor makir 

| ning. The public must be sold on yation’s « 

|community problems and trained fpoted, ir 


“4 “ “ 


‘ ‘ue First NATIONAL BANK OF Boston 
(New England’s oldest and largest 
banking institution) and its advertising 


agency (Bat 


ten, Barton, Durstine & 


Osborn) wanted a dignified type of pro- 
gram .. something of network quality 


to be broadcast locally. 
WBZ supplied the idea and produced 


the program 


called “Sunday at 4:30,” 


which bids fair to set a new high in non- 


network broadcasts. The bank’s depositors 


clamor for tickets to the opera house each 
week, which is filled before air time. 

The First National Bank of Boston is 
one of the country’s 10 largest, with 


branches in Latin America, and 22 offices 
in Boston alone. WBZ is proud to co- 
operate with the sponsor and the agency 
.. pleased to bring such a program to 
countless music-lovers in New England. 


Information on other availabilities from NBC Spot Sales 


KYW + KDKA 


WESTINGHOUSE RADIO STATIONS Inc 


* WOWO + WGL + WBZ + WBZA 


| to solve them, he said. 

| Leonard J. Raymond, president 
of Dickie-Raymond, Boston, pro- 
posed establishment of an elabo- . 

| rate network of airports through- Beddin 
|out New England resort areas, to Kleefis 


pounds 
pounds it 


| promote the area’s recreation busi- H. J. K 
|ness. Frederick S. Blackall Jr have bee 

president and _ treasurer, Taft- MJand mer 
| Peirce Mfg. Company, Woonsocket, [spectivel: 


|R. IL, and new president of the Hjdepartme 
| Council, pledged the organization fthe Nati 


| to maintain the competitive posi- Hiding Mar 
tion of the New England industria Mr. KI] 
|region and to vigorous assertion fjyears hi 


}of “the rights of our region.” 


Grove Tests for Veds 

Grove Laboratories, St. Louis, 
has started test advertising via 
spot radio and newspapers in 
selected geographic areas for Veds, 
the B-complex vitamin with nia- 
cin, with Sherman K. Ellis & Co., 
|New York, placing the business 
|That agency also handles test 
| radio for 4-Way chest rub and 
tablets, which has been running 
since the end of October, as well 
as spot tests since Nov. 13 for 
| Defender vitamins. Regular ad- 
| vertising for these products con- 
tinues under Donahue & Coe, New 
York. 


| has 
Two Join Knollin 

| John L. Hansen, formerly with 
| Ad-Craftsmen, Salt Lake City 
and William A. Dunkle, previously 
|with Will Grant Advertising 
Agency, Los Angeles, have joined 
the creative staff of Knollin Ad- 
vertising Agency, San Francisco 
and Los Angeles. 


Will Purchase 
Small 
Advertising 
Agency 


Financially responsible 


parties desire to pur 
chase a small or me 
dium - small national) 
| recognized advertising 
agency, preferably in 
the Middle West. Cor 


respondence will be 
treated in strict confi 


dence. . 

. 4 
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Postwar Increase 
n Plastics Use 
» Seen in Survey 
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pt vided by Polyvinyl 


York, Nov. 21.—Sixty-five 
of wartime plastics users 
more, and only 3% expect 
postwar applications of 
_ Col. Willard Chevalier, 
er of Business Week, told 
| conference of the Society 
Plastics Industry here last 
in reporting results of a 


)1 plants covered, Col. Che- 
added, only 49% of alumi- 
sers expect greater use of 
etal. The figures for other 
als ranged downward from 

increase for powdered 
to less than 8 for such “old 


les” as copper and_ brass, 
ind natural rubber. 
John 


L. Collyer, president of the 
Goodrich Company, said 
e tonnage of “rubber relief” 
chloride 
her plastics since Pearl] Har- 


bor was greater than all natural 
rubber 


obtained from Latin 


American sources. 
Two raw materials which may 


assume 


ig Bafter 
ig Mbutad 


for making synthetic rubber. 


even greater importance 
the war, he explained, are 


iene and styrene, now used 


The 


nation’s output of polystyrene, he 


x8 noted, 
pounds’ in 


increased from 4,400,000 
1940 to 400,000,000 


pounds in 1944. 


Bedding Group Elects 


Kleefisch and Simons 
H. J. Kleefisch and H. P. Simons 


have been appointed sales director | 
and merchandising manager, re-| 
spectively, of 


the newly - formed 


i¢ department of retail education of 


the National Association of Bed- | 


ng Manufacturers, Chicago. 


“Mr. Kleefisch, for the past eight | 


years 


has been sales promotion | 


November 27, 1944 


and advertising manager of Cup- 
ples Company, St. Louis rope 
manufacturer, and Mr. Simons was 
formerly advertising and _ sales 
promotion manager of the Rapid 
Mounting & Finishing Company, 
Chicago. 


Pocket Books Appoints 


Glenn Johnston, formerly assist- 
ant sales manager of Pocket Books, 
New York, a division of Field 
Enterprises, has been named sales 
manager. Robert E. Haig, for- 
merly West Coast manager, has 
been made circulation manager 


ROR 


with headquarters in New York 
City. 


William E. Dennis, formerly | rier 


D. Parsons, Chicago agency, Car- 


Corporation, Syracuse, S. S. | 


circulation manager of Independ- | White Dental Mfg. Company,}| 
ent News Company, has been ap-| Philadelphia, and Dentists’ Supply | 


pointed West Coast manager to | Company, New York. 


succeed Mr. Haig. 


CCA Adds 11 Members 


Controlled Circulation Audit has | 


added 11 new members: Atlantic 
Fisherman, Boat and Equipment 
News, Candy Industry, Northwest 
Contractor & Engineer, School 
Equipment News, Redfield- John- 
ston, Inc., Doherty, Clifford & 
Shenfield, Inc., New York, Allan ' 


| 
| Bauer Promoted 

John L. Bauer, advertising and | 
promotion manager of Zymenol, | 
brewers yeast emulsion, a product | 
of Otis E. Glidden & Co., Evanston, 
Ill., has been promoted to vice- 
president in charge of production | 


and ethical promotion of the com- | 


pany. 
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HOWARD su 
D YOUR 
HOTGS = rrooucrs 
Postcards 2c each. 20x30 mounted 
| enlargements $2.50. Mail orders 
|coast to coast. GUARANTEE 
| EVERY PHOTO TO LOOK LIKE YOUR ORIG- 
INAL. We photograph geeyang. Write for 
free samples, I list P. 
48 HOUR SERVICE 


HOWARD PHOTO SERVICE 


165 W. 46th St., New York 19, N. Y. 
BRyant 9-2490 
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“ A Newspaper 


Newspaper advertising penetrates the con- 
sciousness of the potential customer because 


the mactige is before him long enough for 


him to really absorb it. 


Advertising in the Herald-American reaches 
more potential customers than are accessible 


through any other Chicago evening paper. 


Chicago 


HERALD-AMERICAN 


EVENING AND SUNDAY 


Nationally Represented by 


HEARST ADVERTISING SERVICE 
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Card Builds Service 


To the Editor: In addition to 
consistent newspaper advertising, 
California Bank has solicited the 
cooperation of its personnel in 
telling the public about the bank’s 
special checking account. 

Response has been favorable— 
but human nature being what it is 
—even an enthusiastic employe is 
apt to let up on a promotional 
campaign. 

With this in mind, California 
Bank overcame the problem by 
using a two-color introduction 
card. One side of the card, after 
being filled in by a bank employe, 
introduces the person who is inter- 


ested in a special checking account. | 


The other side lists the location of 
all California Bank branches. 
The cards serve a two-fold pur- 
pose. First, in acting as a spur or 
reminder to the employe who has 
a supply of the cards, inciting him 


PP EARS 
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le 


tment is a reader’s forum. 
(or her) to more consistent effort. 
And, second, in keeping the mat- 
ter before the prospect until he 
either opens his account, destroys 
the card, or passes it on to some- 
one else. 
ARTHUR MAYERS, 
The Mayers Company, Los 
Angeles. 
, ¥ 

It’s Still Spinach 

To the Editor: Your query on 
the front page of the Nov. 13 is- 
sue of ADVERTISING AGE concerning 
Rio Grande Valley spinach indi- 
cates that you are probably as 
puzzled as I am about its eventual 
use. Somebody purchased almost 
900 carloads of it this last shipping 


| season ... so there must be a use 
| for the product. 
Now if you really want to 


| ponder on something, try to figure 
/out how many Blue Plate lunches 
and club steaks were served to use 


Letters are welcome. 


>. Sf ei a 


up the 176 carloads of parsley that 
we shipped. 

That’s a lot of green hay in any 
man’s country and rings a mighty 
cash register for us. 

J. E, CRONENWETT, 


Rio Grande Valley Group, 
Harlingen, Tex. 
a a 


Missouri Grads Like 
AA Pony Edition 


To the Editor: I know that you 
will be glad to learn that I have 
had a very gratifying response 
from our graduates overseas to 
whom I have sent the Service- 
men’s Pony Edition of ADVERTISING 
AGE. While my letters have taken 
longer to arrive when not sent V- 
Mail, I believe the delay is worth- 
while because the men can then 
receive this printed material. 

Almost all of them are planning 
to come back and enter the adver- 


ne 


next door. 


Sheetal 
a so 
aes 


cee ae: 


"oF: 


off the list. 


Acc’t Ex: How’s that? Iowa is a state, not a city. 


Porcus: That depends on your definition. What 


do you call a city? 


Acc't Ex: A trading area whose wholesalers, ce- 
tailers, and consumers can be reached through 


a local publication. 


PORCUS casts pearl 


Acc’t Ex: Say, what are you doing here? The food conference is 


Porcus: I heard that on the pitch you’re making for that new 


account you've left lowa—the most stable market in America— 


Acc’t Ex: That's right; we hesitated to do it, but at this stage 
we're recommending only the first 20 cities. 


Porcus: All the more reason to include Iowa. 


Y 


Covered 
by 


A STATE-WIDE 


URBAN MARKET RANKING AMONG AMERICA’S 


Porcus: Then you'll buy Iowa because The Des 
Moines Register and Tribune gives you 70% 
coverage of all the retailers, wholesalers, and 
consumers in the state. And 
represents places Iowa well within any list of 
the “First 20 Cities.” 


Metropolitan lowa- 
THE DES MOINES REGISTER ann [TRIBUNE 


the volume that 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 
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BIRDS OF A FEATHER—Similarity of these two ads from the same issue of 
Esquire is pointed out by an interested hunter. 


tising field, many to their old jobs, 
and this information on their pro- 
fession seems to give them added 
incentive to go on and get the job 
done so that they can come home. 
I am sure many servicemen are 
thankful for your generosity in 
supplying ADVERTISING AGE to 
them. 
E. K, JOHNSTON, 
Associate Professor of Adver- 
tising, University of Missouri, 
Columbia, Mo. 


— | 


Open Season 


To the Editor: Because Doc 
Geissinger is an avid hunter he 
spotted these two ads in the No- 
vember issue of Esquire. 

You will notice that both use 
not only the same headlines, but 
also identical lettering in the 
headings. The art work is also a 
reasonable facsimile. 

Perhaps you want to pass this 
along to your “Coincidents” edi- 
tor. 

Ep CLARK, 

Batten, Barton, Durstine & Os- 

born, Los Angeles. 
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End the Jitters 


To the Editor: There are times 
when an idea seems to leap out 
from the printed page and leave 
you with a tingling glow because 
of its basic truth. 

Just that happened to us when 
we first read an editorial addressed 
to employes of the Rogers Diesel 
and Aircraft Corporation by its 
president, Ralph B. Rogers, and 
published in the September, 1944, 
issue of its house magazine, “The 
Rogers Round-Up.” 

We’re sending you a copy be- 
cause we honestly think the idea 


— 


should be taken to heart by a 
great number of people. It’s par- 
ticularly pertinent and salutary at 
this time and should, we feel, be 
required reading for those who go 
about oozing gloom regarding the 
future. 

Maybe you agree with us that 
it should have a far wider audi- 
ence than the relatively few em- 
ployes of one company. 

LLoyp W. Dunn, 
Vice-President, Rickard & Co., 
Inc., New York. 

[Editor’s Note: Mr. Rogers cau- 
tions that there is no room for the 
“jitters” in planning for the peace- 
time world, although business men 
rightfully may be frightened by 
the enormousness of the job, awed 
by the vast responsibility, 
humble because of “our 
unpreparedness.” But, he 
cludes: 

“Stop being jittery! Sure there 
will be jobs which will disappear 
—but new jobs will appear. Sure, 
there will be problems of recon- 
version, government regulations, 
taxes, and thousands—yes, even 
millions of new problems. You 
can’t give birth to a New World 
without pain. 

“Work — plan — think — study 
—but now is no time to get pan- 
icky. Toss the jitters out the win- 
dow—and drive on to a better life 
for you and your children!”| 

yy v 


Appreciates Beck Letter 


To the Editor: In a recent issue 
of AA in the “Dear Joe” section 
I found a real friend. 

He goes by the name of Thomas 
Beck and heads the Crowell-Col- 
lier Publishing Company, New 
York. He talks straight from the 
shoulder; minces no words and 
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in a language that G.I.s 
and. 

ugh I never met Mr. Beck 
ian days I want to shake 
d when this is finished and 


speak 
unde! 

Alt 
n cl\ 
is hé 


one vith and say “Thanks for 
ing what you are.” 
~" \t/SerT. Epw. G. Roppy, 
Abilene, Tex. 
le IE 
ariime Hands 
To ‘ne Editor: If hands make 
,dvert' sing news, here’s another 


evidence that a still larger seg- 


ment ©! the advertising fraternity 
nas becn hand-conscious of late. 

Could this awareness of hands 
pe prophetic? 


This copy, by Newell-Emmett, 
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SOUTHERN RAILWAY SYSTEM 
Die Southiene Merce the Sch 


s running currently in national 
nd sectional business magazines. 

HOLCOMBE PARKES, 
Assistant to the President, 
Southern Railway System, 
Washington, D. C. 


| 
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orms Research Company 


A new industrial research and 
Hevelopment organization, the 
Pyrene Development Corporation, 
Newark, N. J., has been formed 
s a subsidiary of Pyrene Mfg. 
‘Company, also of Newark, manu- 
facturer of fire extinguishing 
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VERY FEW 


HERE are very few 

major cities in the 
United States, includ- 
ing the biggest, where 
newspaper leadership 
does not occasionally 
change hands. 


No such change has 
happened in Boston 
since 1928, when The 
Herald-Traveler took 
over and began its sen- 
sational climb to na- 
tional prominence. 


Today, there are only 
toree or four newspa- 
pers in America that 
peak the same lin- 
ge language as The 
Herald-Traveler. 


Always First in Boston 
0 en First in America 


‘-RALD-TRAVELER 
Boston, Massachusetts 

— : 
corge A. McDevitt Co. 


National Representatives 
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equipment and tomobile tire 
chains. Research willbe conducted 
on fire extinguishing equipment 
and in the larger field of safety 
devices. 


Burlington Mills Forms 
Australian Division 


Burlington Mills Corporation, 
New York, has announced forma- 
tion of Burlington Mills of Aus- 
tralia Ltd., to weave rayon and 
other synthetic fabrics for civilian 
use after the war. The new or- 
ganization has also taken over 


‘+holstery 
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Tapitex, company normally mak-,; joined the motion picture-radio, of this year were 129,606,457 proof 
ing draperies, tapestries and up-|department of Donahue & Coe,| gallons, as compared with 214,- 
fabrics, but currently |Inc., New York. 612,141 gallons two years ago. 
making woolen goods for war pur- | | This year’s inventory is the low- 


poses, | est since 1936 and includes practi- 
for the new company| Kentucky Bourbon 


Plans cally none in young age brackets, 
were made-by Britt M. Armfield, | Stocks Drop 40°, with the result that little bourbon 
Bourbon whisky stocks in Ken- | 


vice-president and a director of | is maturing for future use. 
Burlington, who has returned from | athe Ba ‘-: _ a 
ri ralia. ucky warehouses at the end o . 
es hrs August, 1944, were 40% below the | Powers School Appoints 
amount on hand in 1942, an analy-| John Robert Powers School of 
sis just completed by Allied Liquor Charm, Philadelphia, has ap- 
Industries, New York, reveals. No| pointed Neville & Schweiger Ad- 
bourbon whisky has been made|vertising Agency, Philadelphia. 
for 25 months. Newspapers will be the principal 
Total stocks on hand in August! media. 


Krug to Donahue & Coe 


Peter Krug, formerly announcer, 
writer and assistant to the com- | 


mercial radio manager with Buf- 


falo Broadcasting Corporation, has | , 
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Now IS the 


The time has come to discard many of the necessary generalities of 
war-time promotion, and get down to brass tacks with post-war cus- 
tomers. 


The trend again is toward direct selling, and the time in which to do it 
before you are again in at least partial production on civilian automo- 
tive products—according to published reports—may be very short 
indeed. 


Beginning NOW is none too soon... one reason for the ever-increasing 
thickness of issues of MOTOR AGE, and the rising tide of its monthly 
high folio. 9 


In MOTOR AGE your advertising is read by automotive maintenance 
men and car dealers with service establishments. 


They are the men who will sell billions of dollars' worth of automotive 
service products after the war—and in the meantime they will sell all 
that you can provide under current restrictions. 


In MOTOR AGE you can talk directly to them, without waste and at 
moderate cost. When reading their favorite magazine they will also be 
in the best possible frame of mind to listen—and to buy. 


FIRST IN IMPORTANCE—Car Dealers and Independents 


A 
CHILTON 
PUBLICATION 


MOWRAGE 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
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eg You bet, 

~ there’s something new 
4 
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“under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


=— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlante, Chariotte, Dallas, Detroit, Kaneas City, Los Ange! « 
Memphis, St. Louis, San Franciscc 


Two Join Olian Co.; 


Medical Account Placed 

J. Walter Goldstein, publicity di- 
rector of Stix, Baer & Fuller, St. 
Louis department store, and with 
that company for the past 17 years, 
has joined Olian Advertising Com- 
pany, St. Louis, as vice-president, 
effective Jan. 1. James W. Blair, 
formerly art director of the de- 
partment store, has joined Olian 
as fashion art director. 

The agency has been appointed 
to direct advertising of Nature’s 
Remedy, product of Lewis-Howe 
Company, St. Louis. A _ nation- 
wide schedule of newspapers will 
be used. 


Crowell to Stromberg 

George W. Crowell, with Philco 
Radio Corporation in Chicago and 
Atlanta, Ga., for a dozen years in 
sales and promotional capacities, 
has joined Stromberg - Carlson 
Company’s Chicago staff as sales 
representative of the radio divi- 
sion. He will contact dealers for 
the “After-Victory” line of Strom- 
berg-Carlson radio, FM, and tele- 
vision receivers. 


Allies, 


AXIs, 


In the United States, in Britain 


and in neutral countries are men 


the 


operated by the 


Bombed by poorly 
Bustenari 
is just one of the many Ruma- who are already planning and 
nian oil fields that will have to 
the 


Retreating Axis forces wreaked 


actually buying for this post-war 
rehabilitation. These 


World 


be reestablished after war. men are 


reading Petroleum, oil 


all possible damage upon Ruma- 
man oil properties before they 


withdrew to 


industry's magazine of manage- 


ment. They are keeping abreast 


new defense lines of industry’s changes through its 
Bustenari is but a symbol of all editorial columns and from its 
foreign oil producing areas advertising pages. It is not too 
around the world. From Sara early for you to start shaping 
wac to Bahrein new drilling ma the post-war thinking of poten 
chinery, new production equip tial customers. 
ent and new refinery installa That is why World Petroleum 
tions will 1 equired should be on vour advertising 


WORLD PETROLEUM 


2 WEST 45TH ST.@NEW YORK 19, N.Y. 


READ BY OIL EXECUTIVES EVERYWHERE 


schedule; why its use will pay 
dividends in future sales. 


Advertise to the Men Who 
Can Buy 
Your advertising in World 
Petroleum reaches petroleum 
industry executives who are 
responsible for the buying of 
important equipment. Only 
World Petroleum with its 
method of selected and con- 
trolled circulation reaches all 
these men. Each month every 
one of them receives this: The 
most effective and best edited 
magazine serving their indus- 
try, 72% of them having it 
sent to their homes. 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 


Advertising Age, November 27, | 94: 


7 


Check List of Functions Performed by 
the Advertising Departments of /7{ 
Companies Which Are Members of ic 
Association of National Advertisers 


The following tabulation of the functions performed by 1° 
advertising departments whose companies are members of t} 
Association of National Advertisers was reported to the AN 
meeting by H. A. Roddick, McKinsey & Co., in connection wi 
a report of the Committee on the Study of the Organization 
Advertising’s Functions. In general, it shows a considera}! 
broadening of the functions of advertising departments, a» 
direct interest in a wide variety of company problems in addi - 
tion to the basic function of product selling and sales pro- 


motion, 
Adv. Dept. Adv. Dept, 
Adv. Depts. Assists Fully 
Fully Other Responsible 
Function Responsible Depts. or Assists 
Jo %e % 
Prepare exhibits and other material for 

shows, conventions, etc. ........... 80 19 99 
Handle institutional advertising........ 87 6 93 
Prepare displays for dealers or distribu- 

sits a Gd 1s ak ae « Rew 87 4 9] 
Handle publicity releases ............. 78 10 88 
Develop visual sales material such as 

easels and portfolios .............. 71 16 7 
py eee 69 8 77 
pe arr 45 32 77 
Advertise for new employes............ 16 61 77 
Prepare easels, slides, etc., for speeches 

hc 6 Srsrors dc Xs 8 0 Ku BEND 57 16 73 
Do package design work............... 44 28 72 
Prepare speeches for others............ 29 42 71 
Prepare motion pictures or sound slides 

for use in sales department........ 56 14 70 
Handle ceremonies such as ‘“E”’ awards, 

US On 36 27 63 
Handle company’s drives, such as bond 

and community fund .............. 22 41 63 
Prepare internal posters for employe 

eg gL 35 27 62 
Prepare motion pictures or sound slides 

for use in strengthening public rela- 

MO ac. Si a Meee ta He Sia: ax cg 950s Ate 3 RIE 48 13 61 
Hold Ge@gler MOCUnSS....6 iki cea ceccee 33 27 60 
Edit house magazines for dealers....... 55 4 59 
Prepare material for interpreting com- 

pany policies to employes.......... 32 26 58 
Provide facilities for public functions.. 33 22 55 
Edit consumer house organs ......... 49 4 53 
Do sales analysis work................ 27 26 53 
Edit employe publications.............. 40 12 52 
Handle dealer cooperative advertising.. 47 5 52 
PreOere BNNUAL TEMS. «2 ces 16 36 52 
Handle pre-testing of products......... 28 23 51 
Hold consumer meetings or schools..... 39 8 47 
Advertise company’s products and/or 

policies direct to stockholders...... 26 15 4] 
Prepare releases and bulletins to stock- 

RR ree eee ee ee eee ee 19 22 4] 
Prepare motion pictures or sound slides 

for use in strengthening employe re- 

rer ye seer et eee 23 17 4() 
Arrange employe affairs, such as ath- 

CS rer 16 24 40 
Prepare material for use in dealing with 

Se IPERS kos Kid vb wae eea ade 12 28 40 
Prepare material for stockholders’ meet- 

EE ae Marr enim ee 8 16 24 


CASH Is Jingling in 


Toronto, 


Two Join MacLaren 


Nolin Trudeau, former directo! 
of the publicity branch of the De- 
partment of Munitions: and Sup- 
ply, Canada, has joined the Mon- 
treal office of MacLaren Advertis- 
ing Company. F. W. Percival, re 
cently with General Engineering 
Company, Toronto, 
space buyer of J. J. Gibbons L'4, 
has joined Maclarens 
Toronto office as head of 
search and marketing departmen' 


GMA Appoints Lyons 
Philip Lyons 


and 


has resi 


Farmers’ Pockets... 


. . . and if you have something to 


district sales manager of C 
Packing Corporation, 
cisco, to head the merc! 
and distribution activitie 
Grocery Manufacturers 0 


Sar 


sell to farmers in this rich agricul- 


ica, 
tural area you'll be wanting to tell 


them about it. 


. . . because farmers are now sell. 
ing their tobacco ... their YEL-| 
| LOW GOLD that will enable them | 
‘to buy . . . not only now .. . but | 
when the things you make are 
again available to the consumer. 
|... it's a good idea to cultivate 


that prosperous group of farmers. 
..« NOW! 


JOURNAL and SENTINEL. 
Winston-Salem, North Carolina | 
National Representatives: 


KELLY-SMITH COMPANY 
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Commerce Dept. 
Issues Study of 
Drug Store Sales 


Washington, Nov. 21.—The De- 
partment of Commerce will dis- 
tribute in its “Survey of Current 
Business” this week the results 
of a survey of retail drug store 
-ales through 1943, completed by 
members of the business statistics 
ynit in cooperation with A. C. 
Nielsen Company, Chicago. 

Bringing sales of chain and inde- 
pendent drug stores up to date, the 
report is based on a carefully pre- 


pa red 


projection of the sales of 


stores that were in business before 
the war, Plus the results of a sam- 
ple questionnaire for 1943, sent to 
all stores that entered the field 


after 


1939. 


As explained by Tynan Smith, 


rtising Age, November 27, 1944 


Purchases CKTB 


Station CKTB, St. Catharines, 
Ont., has been purchased by the 
Niagar a District Broadcasting | 


Company. The president of the! 


Station, Capt. W. B. C. Burgoyne, is | 
now overseas with the RCAF, and | 


the station wil be operated in nis | 


absence by his father, Maj. H. 


Burgoyne, managing editor of the 
St. Catharines Standard. 


Meehan Joins Geyer 


Joseph C. Meehan, formerly | 


with Magazines of Industry, New 
York, as associate editor of Dis- 
tribution Newsletter, and before 
that advertising news editor and 
business news writer for the New 
York World-Telegram for 14 years, 
has joined the public relations 
department of Geyer, Cornell & 
Newell, New York. 


Super-Markets for 


Radio Parts Gain 
Dealers’ Favor 


Philadelphia, Nov. 21. — With 
Philco distributors throughout the 
| country organizing and using self- 
service super - markets for radio 
parts sales, Philco executives say 
this method points the way to a 
new era in radio parts merchan- 
dising. 

Modeled after the grocery self- 
service super-markets, the com- 
pany’s first such operation in Phil- 
adelphia soon outgrew its quar- 
ters. Now, 100 Philco distributors 
have their own parts super-mar- 
kets in operation. 

Charles E. Gerhard, manager of 
parts sales, said the super-market 


| has meant a large increase in dol- 


4? 


veniént, speedy, visual way of 
shopping.” 


Hermes to ‘Newsweek’ 


Frank Hermes, space buyer for 
McCann-Erickson, New York, will | 
join Newsweek, New York, Jan. 1 
as sales representative in the New 
York City territory. 


Stevens Heads Spector 
Public Relations Dep't 


Charles F. Stevens, formerly in 


public relations activities with 
United States Rubber Company, 
New York; General Motors Cor- 
poration, Detroit; and Campbell- 


it was de- 


35 


|lar volume over old methods of!Ewald Company, New York, has 
selling parts, and that it has| been appointed director of the new 
effected important savings in over- | 
head. Most important, 
|clared, is the enthusiasm shown 
| by the radio dealers for this “‘con- 


public relations department for 
Raymond Spector Company, New 
York agency. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift—each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


=x *«& THE xk * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


of the business statistics unit, the 
resulting tables show that drug- 
gists have been less hampered by 
merchandise shortages than other 
retail trades. The increased num- 
ber of working women have meant 
nereased sales of cosmetics which 
have remained in good supply. 

Another important factor has 
been the sharp rise in the demand 
for vitamins resulting, Mr. Smith 
says, from effective advertising and 
nereased awareness of the need 
for health protective measures 
during the war. 

The study shows that chain drug 
sores had a relatively better sales 
serformance during the first half 
f 1941, but from 1941 to 1942, 
largely because of the depletion of 
population in fheir ranks, inde- 
yendent drug stores increased their 
ales more rapidly than did chains. 

Drug stores registered a more- 
than- usual December sales in- 
crease during both 1942 and 1943, 
Mr. Smith points out, reflecting 
the importance of drug stores in 
the Christmas trade, as a result of 
the unprecedented demand for 
holiday merchandise. 

Tables included in the study 
over: Revised retail sales, 1939- 
43; average sales of drug stores, 
1939-43; sales of retail drug stores 
by regions; number of drug stores 
by region; average drug store sales 
by city size, and drug store sales 
by size of store. The complete re- 
port will be available either from 
the Department of Commerce, 
business statistics unit, or A. C. 
Nielsen. 


Payne to Donovan 


Norman W. Payne, formerly as- 

sociated with the Free Press 
Prairie Farmer, Winnipeg, has 
oined the advertising staff of 
Donovan Publications, Toronto. 


WHO WOULDN'T “COLD SHOULDER” 


1G R of THE 300 MILLION DOLLAR 


To ignore the possibilities for new adver- 
tising accounts among women’s coat man- 
ufacturers is like giving profitable business 
the cold shoulder. For, in normal years, 
women’s coats, suits, and skirts is a 300 
million dollar trio that helps build fash- 
ion’s mighty volume, 


BIG in interest; BIG in dollar importance ; 
the LEADER in local retail newspaper 
advertising, yet relatively neglected in na- 
tional advertising fields; that is a short, 
short story of fashion, a towering unit in 
the 7 billion dollar textile and apparel in- 
dustry. Blouses reach an annual whole- 
sale volume of 41 million dollars; dresses 
reach half a billion; house dresses, uni- 
forms, and aprons 100 million; coats, suits, 
and skirts over 300 million. These are 
among the fashions that can mean profit- 
able new business for advertising agencies. 
Here is where national advertising can 
build and maintain names that will be buy- 
ing guides for years to come. 


There are some agencies that specialize in 
textiles and apparel, and there are others 
that have always carried a well-balanced 


list of these accounts. But this does not 
alter the fact that, volume for volume, the 
number of advertising agencies in textiles 
and apparel is surprisingly low when com- 
pared to the number of agencies in other 
leading industries. 


A new and growing need for experienced 
agency guidance has developed recently in 
this industry. Wartime miracles are des- 
tined to affect textiles and apparels more 
drastically than many other fields. Sev- 
eral advertising agency executives have 
told us here at Women’s Wear Daily they 
expect these new developments to make 
textiles and apparel even more attractive 
from an agency viewpoint. They are tak- 
ing steps now to contact more potential 
accounts in this field. This is a wise move 
for any agency executive who wants ac- 
counts that can keep pace with textiles’ 
and apparels’ giant strides in the new era 
of fashions and fabrics. 


ae 


Women's Wear Daily 


The Retailer's 


National Newspaper 


Fairchild Publications 


WOMEN’S WEAR DAILY @ DAILY NEWS RECORD @ RETAILING HOME FURNISHINGS 


MEN'S WEAR @ CHICAGO APPAREL GAZETTE @ FAIRCHILD’S TRADE DIRECTORIE 
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to live 
through ?... 


It has been said that truth can make men free. And it will. 


You have seen it in your lifetime and you will see it still more 
in your son’s—human progress is directly related to the number 
of times the average man must stumble over a lie, pick himself 
up, dust himself off; and go forward once more. 


For the lies men live through are by no means all deliberate. 
A lie is simply an untruth. And truth is hard to come by. Truth is more 
than fact—it is fact plus what it means. 


Thus accident, or carelessness, or even incompleteness in 
handling news can result in untruth in the minds of men. 


Here in America, a magnificent and fearless working press ranges 
your world on the everlasting qui vive to pick up the world’s news 
and spread it before you. 

Newsweek, as its part in this task, is dedicated to helping you 
grasp the news as well as get it—to helping you know the truth in 
your world as fully and completely as human vigilance can 
bring it to you. 

Newsweek gives you facts. Newsweek gives you interpretation 
by skilled and proved interpreters. Newsweek gives you 
forecast with a record for rightness that is little short of amazing. 

If you will read Newsweek you will enjoy it, respect it... 
benefit from it. It will help you know your world. 


A Well-informed Public Is America’s Greatest Security 


*In designating the readers of NEWSWEEK as 
nificant People, we merely compress into two w 
their all-around“ far-above-averageness”’—both 1 
tal and material. 

The intrinsic character of NEWSWEEK attr 
such people naturally. Their unusual “mental! 
quisitiveness,” and their eager interest in the 1 


NEWSWEEK... 


és are qualities that make them especially recepti' 
_ . +H your advertising. Qualities which have led the! 
to report...to interpret...to forecast the tr NEWSWEEK in such numbers that its circulation 

. of human affairs for America’s significant people.* risen 78% in six years, while its advertising rev: 


(among all general magazines) has advanced f 
twenty-second to fifth place, 
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Ihe Creative Wan Corner 


Surely no one who has any knowledge 
at al! of the work of the War Advertising 
Council ean question the value of its con- 
tribution to the country’s war effort. 

For, over and above the planning of its 
countless campaigns and the securing of 
millions of dollars with which to make 
these effective, it is the Council that has 
so wisely determined exactly what adver- 
tising could do ... and what it couldn’t. 
Indeed, where war advertising has gone 
astray it has gone there quite inde- 
pendently, generally in a direction just 
the opposite from the one in which the 
Council has pointed. 

The Council has been a strong force 
for good in advertising itself, as well as 
in getting done a great number of jobs 
that only paid advertising could do so 
economically and so well. And yet, today, 
there is a strong doubt in many quarters 
that the Council, in any form, can exist 
beyond the end of the war. 

This may be true. Certainly it is doubt- 
ful if any great number of educational 
or emotional advertising projects could 
long be sustained in peacetime (even if 
they could be started) on funds con- 
tributed from the advertising budgets of 

usiness. It also is doubtful if the Coun- 
cil’s current standards of campaign plan- 
ning and copy could long be maintained 
n the present purely voluntary basis— 
vithout remuneration or reward. 

On the other hand, it seems possible 
to this writer that more than a few of 
the projects which have already been 
proposed for a postwar advertising coun- 
cil could be financed out of the general 
contribution fund of business—just as the 


You Owaght toKuow . 


Millions of Americans are putting 
waste paper and pulpwood to work for 
war at the behest of a man named Block. 

Since before Pearl Harbor, 30-year-old 
Frank Block has 
administered war- 
materiel programs, 
ncluding the na- 
lionwide scrap metal 
rive. He’s initiator, 
simulator and large 
mmon denomina- 
lor of the more-pa- 
per efforts of indus- 
mes, advertising 
gencies and all ad- 
eruising media; of 
larmer s, housewives 

chool children; states, communities 
and rural groups, and various govern- 
ment departments and boards. 

A lesser man would lose weight, or be 
Eves crazy by it all. But Frank Block 

1d s 287 pounds and usually manages 
“sot hours of tranquil sleep every night. 
3 in Erie, Pa., he attended Western 

t Academy at Alton, Ill., and did 

rs of pre-medics at Washington 

ity, St. Louis, where he also 
: tackle (he weighed only 224 then). 
starting at $12 a week, he scrubbed 
‘es, unloaded paper and did other use- 
ngs (which he hated) for World 
Press, St. Louis. The last of his 

irs with World Color he was a 
n and midwest sales manager. In 
th Irwin A, Olian and one secre- 

helped to start Olian Advertising 

y, there, 

n 1941 a friend, Jean B. Charak, 
i studied advertising at the Uni- 

of Missouri and gone into his 

waste paper business, told Block 
vaste paper shortage was feared. 
ice of Production Management 
© WPB) would need a lot of paper- 
Charak and Block believed that 
ng could help, and worked out 
a test waste paper campaign. 
te G. G,. Otto of Alton Box Board 

y, until recently director of WPB’s 

‘rd division, put up $25,000 for a 

nth campaign in spot radio and 


Frank Block 


Wry 


Red Cross and Community Chests are 
financed today. Actually, we see no rea- 
son why the Red Cross and Community 
Chest drive advertising, itself, should not 
be purchased out of those funds on a 
straight business basis and administered 
under the council’s direction. For, if the 
War Advertising Council has proved 
nothing else, it has made it unmistakably 
clear that one dollar’s worth of planned 
advertising, expertly made, is worth a 
hundred dollars spent in unplanned, in- 
expert advertising “contributed to the 
cause.” 

We see no reason why a business firm 
should make one donation from its con- 
tributions fund to a cancer research 
project, let’s say, and another from its 
advertising budget to help promote the 
research fund drive. In the first place, 
this puts an unfair burden on that part 
of business which has advertising funds 
and fails to share it with that which has 
none. In the second place, it develops 
only mediocre advertising — often as 
hastily conceived and produced as it is 
grudgingly contributed. 

In this latter connection we _ believe 
that if America’s great educational and 
promotional advertising drives were fi- 
nanced directly by business and directed 
by a strong postwar council, the honor 
of producing each one easily could bring 
into competition the finest creative talent 
in advertising—just for that honor. 

But the principal problem of the 
Council, as we see it, is to somehow gain 
independence from individual advertising 
budgets. There are too many things in 
most of them already. 


oe FRANK BLOCK 


newspapers in St. Louis, through the 
Olian agency. It produced a 25% increase. 
Mr. Otto then took the plan to the whole 
waste paper consuming industry which, 
in September, 1941, established a Con- 
servation Committee and raised $600,000 
for a national campaign. Olian became 
the agency for it and Frank Block the 
account executive. In May, 1942, this 
campaign ended with a waste paper sur- 
plus. 

Meanwhile, Block had turned to vitally- 
needed scrap metal. In April, he- asked 
the steel industry to sponsor such a*¢am- 
paign. The industry: adopted a program 
prepared by Leo Burnett Company, Chi- 
cago, for the Advertising Council, but 
gave the account to McCann-Erickson, 
New York. In August, 1942, Block was 
brought in to manage the campaign as 
secretary of the American Industries Sal- 
vage Committee. It was wound up suc- 
cessfully in April, 1943. 

A month later Block was called to 
Washington by Mr. Otto and Arthur 
Wakeman, then head of WPB’s paper and 
pulp division, to explore the possibilities 
of boosting pulpwood production through 
advertising. As director of the War Ac- 
tivities Committee of the Pulpwood Con- 
suming Industries, he got newspapers, 
magazines and farm papers to work on 
this problem. The waste paper shortage 
again became acute and the paper mills 
began another campaign, through the 
Olian agency. Last November the Con- 
servation Committee of the Waste Paper 
Consuming Industries asked for “part” of 
Block, and he became director of this 
work, too. 

Among other things, in the last three 
years, Frank Block has handled the ex- 
penditure of nearly $4,000,000 of promo- 
tion funds — $1,800,000 for scrap metal, 
$1,500,000 for waste paper, and $500,000 
for pulpwood—and has helped to create 
collateral advertising totaling at least 10 
times as much. His present employers 
are 100 paper mills and 200 paperboard 
mills, but the cooperation of thousands 
of other concerns keeps him and his two 
staffs plenty busy. When not in Wash- 
ington or elsewhere, he divides his day 


between 30 Rockefeller Plaza and 370 
Lexington Ave., New York. 

Block has had to pioneer. In every 
project he has had to fight doubt and 
apathy. “The best way to get a project 
started,” says he, “is to start—with any- 
thing. We made up ads on pulpwood, 
for example, before we knew what we 
were going to do. Also, we list all the 
people with a personal interest in a prob- 
lem and make our suggestions to them 
simply and constructively. The nation 
has a war to win, and the success of these 
campaigns will help us win it, but we 
can’t do it just by flag-waving. 

“T guess we’ve been lucky in finding 
the right people for the right spots, not 


only on our own staffs, but across the 
country. I’d like to keep on working 
with them after the war.” 

In March, 1940, Frank Block married 
Jean Rauh, an industrial securities anal- 
yst, who helps him with such “money 
matters’ as the setting up of budgets. 
Their two daughters, Elsie and Jean, are 
two and on® year old. Block plays back- 
gammon and bridge and would like more 
time for handball. Last spring, at French 
Lick, Ind“ he had a week’s vacation, his 
first singe March, 1940. 

Amo his postwar hopes are several 
months in his favorite mountains, the 
Ozarks, “just making sure that the trees 
and rocks are still there.” 


the Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director, 
LaSalle Extension University 

A favorite argument of magazine rep- 
resentatives is about the cumulative effect 
of advertising and that each ad in a series 
helps build the effect of the next one so 
that for best results you should use a 
cycle of six or twelve insertions at least. 
The publishers have tried to strengthen 
the case by offering discounts for a cycle 
of ads. The argument doesn’t always go 
over, possibly because the space buyer 
subconsciously figures that the publica- 
tion has a fixed audience anyway for 
each issue. 

The radio people were shrewder or 
more fortunate. They started out selling 
a cycle of thirteen weeks or twenty-six 
programs, arguing with a plausible show 
of reason that each program must build 
its own audience and that it takes time 
to do this. Now the practice is generally 
accepted. 

While recognizing that continued ad- 
vertising in one publication does have a 
cumulative effect in building the name of 
the advertiser and creating an acceptance 
for his product, direct response advertis- 
ers discount this cumulative effect argu- 
ment so far as direct results go. Gener- 
ally they find that if a publication does 
not pay out in final results for the first 
ad (if it is a proven good ad), it is not 
likely ever to pay out, no matter how 
many ads you run in it. The exception to 
this is where you have an attractive free 
offer whose readers .will tell others 
about it. 

In some cases, the results will actually 
drop off on succeeding ads. This may 
happen if you are asking money for your 


sample or if yqur appeal is to a narrow 
group and you soon exhaust your logical 
prospects in the circulation of the pub- 
lication. Normally, however, your num- 
ber of total responses will be largely 
about the same from issue after issue. 

But—and this is a point often over- 
looked by general or publicity advertis- 
ers while well recognized by direct re- 
sponse advertisers—there is a continuing 
effect from each ad in a series which 
affects the current returns or results for 
quite a period. 

Suppose you run an ad in the January 
issue of a general magazine. The effect 
of that ad—in inquiries for the direct ad- 
vertiser and in sales influence for the 
general advertiser—does not cease when 
the next issue appears. Far from it. That 
ad goes on working for quite a period— 
a year or more in the case of most gen- 
eral monthlies and a number of months 
in the case of weeklies. That January 
ad, if a mail order ad, will be pulling 
direct responses long after the February 
issue is in the hands of readers and by 
the same token, if it is a general ad, will 
be influencing sales by dealers for a 
similar period. 

That is why the inquiry and coupon 
advertiser must use a different key for 
each issue of any publication. Otherwise 
his result figures on any ad will be 
thrown off by the late inquiries from pre- 
vious ads. Where ads have run in each 
preceding month of the year, September, 
for example, will see inquiries coming in 
from most of the earlier issues—a very 
few from January probably but an in- 
creasing number for each succeeding ad 
until August ad inquiries will total quite 
high in the 30:days of September. 


Business Chart ot the Week == 
| Number of Electrified Farms. Jan. 1944 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


$0,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Washing Machine 
Makers Ask Quick 
Plant Conversion 


Washington, Nov. 21.—Given a 
speedy transition from war to 
peace, industry leaders told WPB 
last weekend that the domestic 
laundry equipment industry could 
equal its 1939 production of 1,500,- 
000 household washing machines 
during the first year after V-E 
Day. 

In prophesying this production, 
the industry estimated that no 
more than two months could be 
lost in changing over its plants. 
After the first year, the industry 
plans to step up its output to 
2,500,000 machines a year, they 
reported. Most of the meeting 
with the WPB was devoted to a 
discussion of the preparations that 
can be made to insure that the 
reconversion process is completed 
within 60 days after the V-E Day 
cutbacks are decided. 

Chief suggestion of the industry 
centered on a request for permis- 
sion to order materials and com- 
ponents for washing machines now 
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so that a 90-day inventory of 
parts could be accumulated. With- 
out such preparations, the indus- 
try members told WPB it might 
take as much as five months to 
re-establish assembly lines for the 
washing machines. Sympathetic 
to the idea, WPB nevertheless 
pointed out that immediate: pro- 
duction of critical components for 
consumer goods must await clari- 
fication of the war situation. With 
the offensive developing in Europe 


and the Asiatic war moving rap-| 


idly, they confessed the military 
needs are difficult to anticipate. 


Some Production Possible 


Under existing spot authoriza- 
tion regulations, they said, the 
washing machine industry could 
arrange to produce parts for their 
products, whenever manpower is 
available. Addition of the wash- 
ing machines and electric refrig- 
erators to the list of products 
under spot authorization opens the 
way for actual production of com- 
plete machines as individual situa- 
tions permit. 

Dr. William Y. Elliott, director 
of the Office of Civilian Require- 
ments, said that in the present 
stage of military events WPB is in 


- 
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TO PRODUCERS OF BRANDED ARTICLES: It is 
possible now to establish your products in Seattle 
quickly, firmly, economically. End of war in Europe 
will increase war activity in Seattle. We will continue 
to build Boeing B-29s and naval craft, to repair 
and supply cargo and naval vessels, until war in the 
Pacific ends. Employment and income will remain 
high. Goods are scarce. NOW is the time to act. Re- 
. » The Seattle Times is the preferred 


member . 
newspaper in 7 out of 10 Seattle homes. 


great and growing city. 


More than 15,000 families in the Seattle 
area will build beautiful new homes just as 
soon as building materials are again available. 
25,000 Seattle homes are in need of major re- 
pairs. The money is saved and ready to be 
spent. Such are the conservative estimates of 
the Seattle Master Builders’ Association. Their 
calculations are based on normal needs of this 


Seattle is definitely under-housed. This is 
best demonstrated by the fact that we print 
thousands of classified ads for people seeking 
homes —a place to live! This situation means 
well-paid jobs for thousands after the war— 
and a tremendous market for home appliances, 
furnishings, heating plants, building materials! 
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SOYA PROTEIN PASTE Painr | ei! 

SOY BEAN PAINT—Copy for Glidden _ 
Mezzotone, paint made with a soybean 

binder resulting in an oil mixture tha} s said 

can be thinned with water, has beeniam ae “i 

released to Canadian dailies by ‘its eoding 

manufacturer, Glidden Co., through Radi ~ 

Cockfield, Brown & Co., Toroftg ide its 

agency. (UBRAs withe 

rade agr 


the dark as to the timing and im@ggepssistar 
pact of production cutbacks, ms alw 

Pointing out that frequenthmméver a d 
representatives of industry {elmgty, “eve 


him that they could do a bettegmi@ deepe 
\job of planning reconversion jf} . 
they only could be informed, oq) Mentie 
cutbacks in advance, he said thai... 
the Army and Navy procuremen pointin, 
agencies are doing their best, bij ee 
| it is impossible to speculate on thal cel 
| strategic prospects of the war. | ti supp 
sy - um “ge 
mand C 
Newspapers Report LessfMaions. « 
Consumption of Paper  §By'*". & 


md, “It 
Daily newspapers reporting "Eno the 


the American Newspaper Publish se. Cal 
ers Association have reduced theifhents of 
consumption of newsprint paper aor legitir 


compared with the same month ifMeting of 
1943 for the fifteenth consecutiv 


ito sui 

month. About 218,137 tons wer & ors “ 
used in October, 1944, compam@ii &certaii 
with 235,511 tons in 1943 and 262@MMeny” he 
488 tons in 1941, representing up and 
7.4% and 16.9% decrease respe@MlMortant a 
ively for 43 and °42. The Y@MiMitton mz 
1941 is the base for calculatiifiiithouch 
allowable use by newspapers. @ emed ci 
During the first 10 months Gnifican 


1944 reporting newspapers US@HRe ente: 


1,933,572 tons of newsprint, he oth 
15.2% decrease under the first Githeir yn 
months of 1943, and a 19.7% CCH In any 
crease under the first 10 month@ia: in ny. 
of 1941. The total estimated neWSRy Cana 
print consumption in the Unite cetime 
States for October, 1944, was SUQBMeéthod ¢ 
879 tons, including all kinds Qa: no be 


uses of newsprint paper. AbOWMRgre.” 
2,666,996 tons were used curi@ 
the first ten months of 194+ 


ue Ri 

. 2] . 
Burr Joins McCann gly 
John R. Burr, with the Amelie, 7 
can Red Cross as admin st!aUWfor: oc j 
|assistant director of militory Qnty ys 
naval welfare service for OM incly 


two and one-half years, hi 
the food group of McCann-Erig 
son, Inc., New York, as an col 

| executive. Formerly Mr. ! — . I 
| president of Pin Money Brat f 
|Inc., Richmond, Va., f nie 

years, and previously wa acv& 

tising manager for the Spem 

Flour Company, San Fra: cist 
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gnadian Paper 
ndustry Told to 
Feek World Plan 


Montreal, Nov. 21.—Canada’s 


pulp and paper, Charles 
president of the Newsprint 


the joint executive board 
the Canadian Pulp & Paper 
iccociation and the Newsprint 
iccociation, told the Advertising 
ale; Executives Club here last 
jaek. 
Dec! 
bro ble! 


ring theree would be no 
n in the early postwar 
except trying to satisfy 
iemand far in excess of 
pply. he said, “but as that period 
feyelops, the Canadian industry is 
- to find itself facing a re- 
truggle for world markets 
{ European producers work- 
4’ in some form of partnership 
fh their governments, or under 
e form of arrangement as 
Mfional instruments for world 
ec 
Je said that forms of partner- 
he) or arrangement were evident 
Mceding the war, but that the 
@adian pulp and paper industry 
ide its own place in world mar- 
” without subsidies, price floors, 
e agreements or other forms 
fmssistance, and that the industry 
ms always a contributor and 
@ver a drain on the public treas- 
m#, “even through the years of 
he deepest depression.” 


‘Mentions Other Agreements 


Pointing out the industry-plus- 
#ernment and government-plus- 
dustry agreements to stabilize 
he supply and distribution of such 
tmmodities as coffee and sugar, 
if and cotton, involving foreign 
ations, the United States and the 
mtish government, Mr. Vining 
md, “It may be that, without 
Beng the vitality of free enter- 
se, Canada can find in agree- 
rents of this kind a pattern to fit 
er legitimate interest in the mar- 
eing of her main commodities 
mi to suit the interest of her cus- 
Imers in stability of supply. 

MG “Certainly no person could 
eny,” he said, “that to Canada, 
Wp and paper are fully as im- 
prtant as coffee, sugar, oil and 
ptton may be to other countries, 
though Canada herself has 
emed curiously unaware of this 
gnificance in comparison with 
me enterprising interest which 
me other countries have shown 
their main commodities. 

*In any case, the facts are plain 
Mat, in her pulp and paper indus- 
y, Canada has her best asset for 
facetime world trade. By any 
Method of measurement, Canada 
: as no better asset, nor any worth 

ore,” 


ue Ribbon Appoints 

Blue Ribbon Ice Cream Com- 
any of New York has named 
fster Harrison Associates, New 
ok, as its agency. Company cur- 
Htly uses outdoor display and 
fll include radio later this year. 


If it’s 


A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
&@ minimum cost you reach 


urban and suburban popula- 
tion, 


“Independent Survey of Providence Bulletin 


id readiest asset for world | 
. the period following the | 
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‘Ellery’ Switches from 
Emerson to Anacin 
When Whitehall Pharmacal 


| Company, subsidiary of American 
| Home Products Corporation, New 
| York, takes over sponsorship of 


“Ellery Queen” in January, Ana- 
cin will be the product promoted 
and the mystery series will replace 


| “Easy Aces,” currently heard on 


tion of Canada and chair-| CBS for the same product. 


Program will start the first or 
second week in January, Wednes- 
day, 7:30-8 p. m., EWT. It is cur- 
rently sponsored by Emerson Drug 


Company, Baltimore, for Bromo- 
Seltzer, on NBC. Whitehall agency 
is Ruthrauff & Ryan, New York. 


‘Times-Dispatch’ Elects 
David Bryan Publisher 


Lt. Comdr. David Tennant 
Bryan has been elected president 
and publisher of the Times-Dis- 
patch and News Leader, Rich- 
mond, Va., succeeding his father, 


John Stewart Bryan, who died) 


Oct. 16. Comdr. Bryan, now on 


ae 


John Dana Wise, vice-president of 
the newspaper corporation, will be 
acting publisher and president. 


New Video Program 


RCA Victor division of the 
Radio Corporation of America is 
sponsoring a new series of tele- 
vision programs over NBC’s tele- 
vision station, WNBT, which 
reaches owners of sets in the New 
York metropolitan area. Walt 
Disney films produced for the Of- 


active duty with the Navy, has| fice of the Coordinator of Inter- 


been given a leave of absence and| American Affairs 


are featured, 


39 


along with other scientific films. 
The movies are presented immedi- 
ately preceding the telecast of 


Garden, New York, every Friday 
night. 


sports events from Madison Square 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 
314 N. Michigan Ave., Chicago 1, IH. 
Central 3373 


among the major Chicago stations.”’ 


A Clear Channel Station 


CHICAGO 11 ILLINOIS 


50,000 ry KILOCYCLES 


MUTUAL 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y. 


BROADCASTING SY TEM 


Little Elmer says: ‘‘There’s no mystery to WGN’s 
leadership in local and national spot business 


° PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 
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Ruud Promotes Lewis H arvard Surveys 

general sales manager of Ruud | 

Mfg. Company, Pittsburgh, maker Sh St S | 

has been elected president of the OW ore q es 

company. M. M. Scott, advertis- | 

has been promoted to vice-presi- 

dent in charge of sales and adver- 

man- | 

ager of the Cincinnati branch, has | Boston, Nov. 21.—Although de- 
1/1943 showed the highest percent- 
lage of earnings they have ever 
jexpense rate, individual gains 
|were affected by differences in 
jagement abilities as well as by 
{war conditions, recently issued 
|problems disclose. 
| The surveys, prepared by the 
search, are reported in the bulle- 
tins “Operating Results of De- 
| 1943,” by Stanley F. Teele, asso- | 
|ciate director of research; “Ex- 
Variety Stores in 1943,” by Ed- 

ward C. Bursk, assistant professor 


R. H. Lewis, vice-president and | 

of automatic gas water heaters, 

ing and sales promotion manager, Depend on Poli 
| Icy 

tising, and F. A. McFerran, | 

become general sales manager. |partment and variety stores in 
lattained, and with a lower total 
merchandising policies and man- 
surveys of store management 
|Harvard Bureau of Business Re- 
partment and Specialty Stores in 
| penses and Profits of Limited Price 
of business administration; and 


_ ax z : 4 
Z pitti be | ca : 
Advertising Age, November 27 1944 
“An Analysis of Operating Data | lower expense rates than did/| 


for Small Department Stores 1938-/larger stores; the difference in 
1942,” by Elizabeth A. Burnham, |total payroll gave smaller stores 
assistant professor of business ad- an advantage; payroll, real estate 
ministration. costs and advertising costs were | 
Professor Teele’s report, spon-|less in 1943 than 1942 as the re- | 
sored by members of the National | sult of greater sales; the restric- | 
Dry Goods Association, points out tions on plant expansion and man- | 
that department stores ‘paid higher | | power shortages were responsible | 
federal income and excess profits | for lowering expenses; self-serv- | 
taxes while _ slightly increasing | ice was given little experimenta- | 
their net profit over 1942, with a/| tion by large stores or small; large | 
sharp decrease in operating ex-/| stores in relatively small com- | 
penses, munities showed the best profit | 
results; specialty store profits in| 
1943 before taxes were at a high 
rate, with the smaller stores show- | 
ing particularly favorable results; 
and the small specialty stores | 
showed very low total expense | 
rates. There is an indication that 
the small specialty store’s enone | 
margin rates will return to their | 
former relationship with the de-| 
sales lagged behind main store de- | partment store, when there was 
partment sales; sales of ready-to- | little difference in expense items 
wear increased, but home furnish- | between them. 
ing sales dropped off; the percent- Prof. Bursk’s survey reveals that 
age of total sales for cash in-| with sales per store continuing to 
creased from 35% in 1942 to about | increase, and the number of lim- | 
51% in 1943; transactions in-| ited price variety stores operated | 
creased decidedly and the average | remaining constant, the total sales | 
gross sale rose; smaller stores in- | volume rose; earnings before taxes | 
creased their rate of sale, showing | remained at a high level, amount- | 
ing to 10.15% of sales; dollar earn- 


Expense Rate Falls 


It also reveals that the total 
expense rate for department stores 
fell from 32.05% of sales in 1942 
to 29.4% of sales in 1943; the 
principal cause for the sharp drop 
in the total expense rate was the 
notable increase in dollar sales. 

In contrast to 1942, basement 


The Home of BIGGER 


ings were higher; and federal | 
taxes on income and excess profits, 
net of postwar rebates, amounted 
to 6.20% of sales, agreeing exactly 
with the figure for 1942. 

Because of a slackening trend. 
in sales. Prof. Bursk’s report de- 
clares, “It is highly possible that 
1944 may witness a less comfort- 
| able sales record. If this is carried 
|to the point where the sales gain 
jnot only loses momentum but 
actually turns into a loss, the in- 
|ability to cut expenses propor- 
tionately may undermine the level | 
of earnings.” 

His conclusions are that the | 
limited price variety store is 
essentially a small-town store; as 
such. the variety store shows great | 
vitality: and whether operated as | 
a member of a chain or as an} 
independent, it shows the same re- | 
sponses to factors of demand and 
general economic conditions. 

In a study of 42 department 
stores with annual sales of $100,- 
000 to $1,000,000, Prof. Burnham 
divided them into three groups to 
provide a better comparison for 
persons wishing to study a par-| 
ticular sales level. 

The bulletin reports a sales in- 
crease for the smallest stores of 
28%; of the middle group of 48%; 
and of the largest stores of 60% 
gained in the period studied. 

Gross margin percentages also 
rose for each size group. Expense 
rates, however, declined. For the 


and BULGIER Pock 


> 


Before the war, families in Tri-Cities spent 23° 
(U.S. Census Bureau). This means that, v 
sage talks to 23% more buying power in Tri-Cities . . 


TRI-CITIES postwar outlook is excellent, too, because 90% 
are based on much-needed peacetime products. 


of the industries 


“The Farm Machinery Capital” 


® 100°> of this prosperous market is blanketed by popular WHBF. 


@ Nearly 60° of the TRI-CITIES is on the Illinois side . . 
covered without duplication by. . . 


_THE ROCK ISL: .AND ARGU 


MOLI INE _D: AILY DISP. \TC H 


more 
‘ar-in-and-y 
. at no extra cost! 


five-year period the rate of in- 
crease in earnings was best for 


| WARTIME HOLIDAY — Standard oj 


‘ of Rayer of Thanksgiving 
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Co. of Indiana combines a Thanks. 
giving message with a War Loan ap- 
peal in this large- “space newspaper 
copy, appearing in its midwestern ter. 
ritory. McCann-Erickson is the agency, 


——— 


the smallest stores. 
Executive compensation as a 
percentage of sales, on the other 


| hand, was shown to be the lowest 
'for the 
| considerably 


largest stores, although 
greater in dollar 
amount. 


In 1942, the favorable expense 


|rate of the stores in the middle- 
|size group contributed to their 


over-all advantage. Within each 
group there was seen to be much 
variation between individual! 
stores. War conditions and other 
factors affecting the sales poten- 
tials of the various store locations 
had a part in the end results 


| But, in addition, differences in the 


quality of merchandising policies 
and management abilities made 
themselves felt, it was pointed out 
Creative Selling Postwar 
Prof. Burnham’s study showed 


| that ready-to-wear and ready-t 
| wear accessories formed the back 
| bone of sales for the 42 stores re 


ported. Shoe and millinery de 
partments frequently were ope 
ated by lessees. Study of this type 
of operation led to the conclusior 
that profits are endangered when 


sales of leased departments risq 
much above 10% of total volume 
Prof. Burnham’s report cor 
cludes that there is a real opp 
tunity in many communities fo 
small independent stores to build 


up sales and reach earnings 

10% to 15% on their investment 
It is “anticipated” that the post 
war era will see a swing away 
from standard fashions i 

“increased need for creative mer 
chandising .. . for local iiles tele 
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ducers’ Group as a unit will be 
among matters discussed by the 
group, which comprises all leading 
rayon yarn manufacturers of the 
country, at a meeting in New York 
later this month. Although mil- 
lions of dollars have been spent on 
advertising rayon and rayon prod- 
ucts by individual manufacturers 


and retailers, the rayon group has 
never advertised collectively. 

Included in the organization are 
American Viscose Corporation, the 
rayon division of E. I. DuPont de 
Nemours & Co., Celanese Corpora- 
tion of America, Industrial Rayon 
Corporation, North American 
Rayon Corporation, American 
Enka Corporation and Tennessee- 
Eastman Corporation. An execu- 
tive secretary will be named at 
the coming meeting to replace 
C. H. LeRoy, whose resignation 
has just been announced. 
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AVA Goes Monthly 'Keevers Appointed 


_First issue of American Voca-| Matthew C. Keevers has been 
tional Journal, a new monthly | appointed advertising manager of 
Magazine, will be published in|Indian Motorcycle Company, 


January. The magazine is an ex- | Sringfield, Mass., replacing B. E. 


pansion of the former quarterly | Acker, who has resigned to devote 
publication of the American Vo-/full time to his own business, 
cational Association, AVA Journal.| Springfield Motorcycle Sales. 


KNOWS CANADA 
J. J. GIBBONS LTD. 


SIMSIIPEG, 


GIBBONS 


AOVERTIS«ING 


TORONTO, MONTREAL, REGINA, CALGARY, EDMONTON VANCOUVER 


adver'ising Age, November 27, 1944 

a 

This Week Magazine claims to 
have ‘urned down this year, be- 
cause of space limitations, as much 
advertising as it has accepted— 
$8,600,000. 

a sd * 

Dis ributors of Monitor Equip- 
ment Corporation, New York, will 
meet n New York soon to organ- 
i formally their electric appli- 
ance group buying and selling 
plan. 

* * % 

F. & M. Schaefer Brewing Com- 
pany, Brooklyn, will join the two- 
million barrel group in 1945. 
About 15% of its output, however, 
goes (o the armed forces. The na- 


tion’s biggest brewer — Anheuser 
Busch, St. Louis—won’t be able to 
hit the four-million barrel mark 
this year because of material and 
transportation restrictions. 


* te # 


Sonotone Corporation, New 
York, plans to sue Zenith Radio 
Corporation, Chicago, for infringe- 
ment of patents on a bone conduc- 
tion type hearing instrument. 
Three large hearing manufactur- 
ers—Western Electric, Acousticon, 
and Radioear— are making bone 
conduction instruments under 
Sonotone’s patents. 


Current issue of “The Beam,” 
company magazine which Sylvania 
Electric Products sends monthly to 
all its employes, also is being 


distributed. to stockholders. An 
enclosed postcard invites them, if | 
interested, to get on the list for | 
regular copies of the publication. 


* * ~ 


Biggest supporter of the 6th War 
Loan in outdoor advertising will 
be Coca-Cola, which is devoting 
18,000 posters during November 
and December to the bond drive. 
Cost of space is estimated at $252,- 


000. Anheuser-Busch will be the 
second largest user of panels in 
the drive, utilizing 5,500 at an esti- | 
mated space cost of $60,700, but | 
Liggett & Myers, devoting 4,665 | 
panels to the drive, will pay an/| 
estimated $68,000 for its displays. | 

Other big outdoor supporters of | 
the drive include American Oil, | 
3,000 panels, $45,000, plus 23,000 | 
station posterettes; Borden, 2,900) 
panels, $60,000; Double Cola, 1,978 | 
panels, $32,000; Drake Bakeries, | 
1300 panels, $29,000; Falstaff | 
Brewing, 1,800 panels, $34,000; 
Nehi, 4,173 panels, $57,000; Seven- | 
Up, 2,500 panels, $34,500; and_| 
Pepsi-Cola, 5,000 panels. | 


Nationwide promotion and ad-| 
vertising by the Rayon Yarn Pro- 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 
Ye would like to show you 
somples of work that we 
> regularly producing for 
‘eading advertising agen- 

C es through our COMPLETE 
VICE METHOD of opera- 

Ad-setting, Engraving 
i Printing... all under 


roof. Phone or write to 


“AITHORN CORPORATION 


N. Rush St., Chicago 11 
Phone WHitehall 2300 


Tk 


In 1943 Oklahoma farmers marketed in ex- 
cess of 946,000,000 pounds of beef, the bulk of 


‘SNAP-OF-THE-FINGE 


Pm, 


ae he i oe ee ee 
h. 


« “Oh, 


PANN! & 


which went to war. 


At the close of the war there will be no re- 
tooling, either on the farm or in Oklahoma City’s 


packing plants, to turn this vast output into 


peacetime channels. 


Nature has established Oklahoma as a live- 


stock producing standout. She has provided a 
long pasture season without the handicaps of 


a tropical climate . . 
with a soil ideally suited to grass 


. has endowed the state 


... has ex- 


tended pasturing possibilities with winter wheat. 


...» Watch Oklahoma City 
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Ms: 
IN PEACE 


Switch from War to Peace 
7, 7 
Man added his bit through the development 
of home grown grains such as barley and the . 
drouth-resisting sorghums as a substitute for 7 
corn. He has now set his sights on the post war zi 
problems of the stockman through the first 7 


Oklahoma Livestock Conservation and Produc- 
tion clinic held in Oklahoma City October 20 
and 21. 

Wartime restricted desires-to-buy will be 
loosed on all fronts when peace comes. Some 
Oklahoma 
City will be among the first to invite inspection 


markets will be ready before others. 


. and produce sales. 
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Speyer Directs 


3 Markets Promotion 

Joseph A. Speyer has been ap- 
pointed promotion and research 
manager of First 3 Markets Group, 
comprising the rotogravure sec- 
tions of the Chicago Sunday Trib- 
une, New York Sunday News and 
Philadelphia Sunday Inquirer. Mr. 
Speyer has formerly been in the 
promotion departments of the Chi- 
cago Tribune, Station WGN, Chi- 
cago, and First 3 Markets. 


Complete Coverage 


of one of the 
greatest 


\‘Women’s Wear Daily’ 
Resumes Saturday Issue 


Women’s Wear Daily will re- 
sume publication of a Saturday 
edition after about 17 years, 
effective Jan. 6, 1945. This issue 
will temporarily be limited to re- 
tail subscribers and the footwear 
industry, which still operates 
under OPA rationing. The foot- 
wear pages featured every Friday 
in the publication will be trans- 
ferred to the new Saturday edi- 
tion, and all Friday-only subscrib- 
ers will receive the Friday issue as 
well as the Saturday. 

Amount of newsprint used, sub- 
scription price and advertising 
rates will remain unchanged. 
|A postwar program will enable all 
| subscribers to obtain the new issue 
as soon as paper restrictions are 
relaxed. 


’, | To:Noyes & Sproul 


Hudson Products Company, Jer- 
sey City, N. J., has named Noyes 
& Sproul, Inc., New York, to 
handle ethical medical advertising 
for Polident, false tooth cleanser. 
Cecil & Presbrey, New York, con- 
tinues to handle all other advertis- 
ing for Polident. 


igh, Pie 


Joins Erwin, Wasey; 
Two Accounts Placed 


Ford C. McElligott, formerly 
copy director of Davis & Beaven, 
and previously account executive 
of McCarty Company, Los An- 
geles, has joined Erwin, Wasey & 
Co., Los Angeles. 

Mr. McElligott has been ap- 
pointed to direct two new ac- 
counts placed with Erwin, Wasey; 
Leonard Precision Products Com- 
pany, Garden Grove, Cal., in busi- 
ness papers, and Altec Lansing 
Corporation, Los Angeles, elec- 
tronic equipment manufacturer, in 
national magazines and business 
publications. 


Three Name Chernow 


Holmes & Zucker, maker of 
Loomshire fabrics; Dunmar Robes 
Ltd., maker of men’s robes, and 
the Berk Company, maker of Gail 
Berk classics, junior miss and chil- 
dren’s dresses, all of New York, 
have named Chernow Company, 
New York, to handle their adver- 
tising. Chernow has appointed 
Mrs. Beverly Gussin, Nan Pendrell 
and Irving Weisfield as vice-presi- 
dents of the company. 


When automobiles will again roll off Detroit pro- 
duction lines is, of course, a matter still to be deter- 
mined. However, what the manufacturers are plan- 
ning now for postwar production is of importance, 


not only to Detroit but to all 


the Country. Here are 


MORE CAR OWNERS— 
“MORE JOBS— 
GREATER PRODUCTION 
FORESEEN BY 
MANUFACTURERS 


WHEN cars 


TAKE THE PLACE 
OF GUNS IN 


DETROIT 
PLANTS 


a few clews from recent statements by some of the 


industry’s leaders: 


® ALFRED P. SLOAN, JR., chairman of the 
board, General Motors Corp., said that he be- 
lieved plans being prepared by his company for 
the War Production Board would result in re- 
turning “very quickly” to civilian production of 


2,000,000 cars annually. 


® GEORGE T. CHRISTOPHER, Packard 


president, is aiming at an annual output of 


200,000 cars and postwar employ 
the prewar personnel. 


® A FORD OFFICIAL visions ten million more 
car owners than in any prewar year; Company 
plans $150,000,000 expansion program. 


® WARD M. CANADAY, president of the 
board, Willys-Overland, Inc., sees postwar 


jobs for 10,000,000 people in the auto industry. 


ment for twice 


® JOSEPH W. FRAZER, chairman of the 
board, Graham-Paige Motors Corp., revealed 
that his company is planning “to build a com- 


pletely new car, from the ground up.” 


So, set your postwar sights high on Detroit—and remember, The Detroit News, which has 
been the HOME newspaper of Detroiters for more than 71 years, will take your sales message 


into 63% of all city-zone homes taking any newspaper regularly. 


Don A. Carroll, 110 E. 42nd St., New York 17 


The Detroit News 


THE HOME NEWSPAPER 


A.B.C. Weekday Circulation, 389,628 - Sunday Circulation, 482,628 


J. E. Lutz, Tribune Tower, Chicago I! 


Celebrating 50 years of service of its president, Joseph T. Mack. 
Mergenthaler Linotype Co. has endowed the Joseph T. Mac! 
Scholarship in Printing, a gift of $20,000 at Carnegie Tech. . . Harr, 
Dittman of Dittman Advertising, Philadelphia, raises orchids in | 


office and apartment and now has 19 various types, including f.)\; 
. . Five of the nation’s electrical manufactur» 


rare green ones. 
leaders—each a veteran of half a century of service to the indus! 
—were honored at the recent annual meeting of the National El«.- 
trical Manufacturers Ass’n at the Waldorf. Honored were: J. 8. 
Wantz, v.p. of 
General Electric 
X-Ray; Arnold 
H. Friend, treas- 
urer of M. B. 
Austin Co.; 
Godfrey H. At- 
kin, special rep. 
of Electric Stor- 
age Battery Co.; 
W. I. Patterson, 
pres., of Steel 
City Electric 
Company, and 
E. H. Hammond, 
v.p. and gen. 
sales manager 
of Kennecott 
Wire & Cable 
ts 

Lt. Paul Peart 
Jones ofthe 
Navy, formerly 
midwest man- 
ager of National Geographic, has authored two booklets of instruc- 
tion to crews of landing crafts in amphibious operations. . . Capt. 
John J. Keegan, now in Italy, and Conde Nast advertising represen- 
tative before entering service, recently sent AA a postcard extending 
Christmas greetings to members of the Agate Club of Chicago... 
W. S. (Bill) Akin, Chicago trade publication representative, has 
returned from a wedding trip with the former Mrs. Phyllis MacLeod, 
who was sec’y to A. S. Christie, pres. of National Business Publica- 
tions Ltd., Gardenville, Que. The couple was married Oct. 24 at 
Montreal, with Mr. Christie serving as best man... 

Rene Jeanneret, mgr. of J. Walter Thompson’s Antwerp office 
until the German invasion of Belgium, who has been acting as the 
agency’s Geneva correspondent, has sought permission from authori- 
ties to return to Antwerp to reopen the office. . . 

Roscoe K. Fawcett, medically discharged from the Army, resumes 
his posts as cire. dir. for Fawcett Publications and v.p. of. Fawcett 
Distributing Corp. . . Toni Gilman, daughter of Erwin, Wasey’s radio 
director Harry Gilman, is acting in “Ten Little Indians,’ murder 
mystery which recently opened in N. Y. . . John Whitmore, Mutual's 
news mgr., is Honolulu-bound. . . Walter Weir, v.p. and copy dir. of 
Kenyon & Eckhardt, became a fifth-time father on Nov. 8, with 
arrival of a boy, Jeremy. . . Ensign Malcolm O’Mara, leaving the 
Maritime Service, has returned to the Katz Agency, New York... 
BBDO’s Bill Maloney broke into the “Pictures to the Editors’ page 
of Life recently with three on the new Hart Schaffner & Marx 
posters in and near Paris... 

James W. Young, senior consultant to J. Walter Thompson Co., 
is back at work in N. Y., after six months at his ranch in New 
Mexico. . . 

South Carolina’s Gov. Olin D. Johnston has appointed Wilton E. 
Hall, publ. of the Anderson Independent-Tribtune and Daily Mail, 
as United States senator to fill out the unexpired term of the late 
“Cotton Ed” Smith. . . Royce Wright, acct. ex. of Behel & Waldie 
& Briggs, Chicago, turned his cartooning bent to the recent election 
with a special cartoon showing an FDR-buttoned ad man seeking 


IN AGREEMENT—Plans for Gruen Watch Co.'s spring 

advertising campaign are progressing well, judging from 

the smiles of Bernard M. Kliman, ad manager (left), and 

Jack McCarthy, vice-president of McCann-Erickson, which 

handles the account. They were photographed at the 

banquet following the Gruen “E" award ceremony at 
Cincinnati. 


TWENTY-FIVE YEARS—Gertrude M. Nyman, space buyer of Pacific Nat'>”é! 
Advertising Agency, Seattle, was recently honored by 80 staff members, c! °'s 
and media representatives of the agency on the anniversary of 25 year of 
continuous service. Left to right: Mrs. H. O. Stone and H. O. Stone, ag: cy 
secretary; the guest of honor receiving a gift from Harry Abney, represen °9 
media men present, and William H. Horsley, president of Pacific. 


an okay on copy from his chief, resplendent with a Dewey ba 
Caption reads “He has a helluva time getting ads okayed t 
days.” 

The family of C. A. Baumgart, ad manager of Successful Farn 
celebrated Christmas Oct. 28 when his son, Ens. Paul, his wife 
small son Gregory arrived in Des Moines on leave before 
Baumgart reports for sea duty. . . Al Tolle, western managé 
Modern Magazines, is recovering in St. Luke’s Hospital, Chic 
from a spinal operation. . . Neil H. McElroy, v.p. in charge of ad 
tising and promotion of Procter & Gamble, has been named to 
board of Cincinnati’s Family Consultation Service (Associ 
Charities). . . David Crooks, dir. of publicity for Kroger Grocer 
the time he entered service, has been promoted to lt. col. at Wr 
Field, Dayton. .. 
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Research Chemists 
Cited as Boon to 
Postwar Industry 


icago, Nov. 21.—“‘What’s New 
in “cience for Business” was out- 
lind last week at the first of a 
ser os Of meetings sponsored by 
the Chicago Association of Com- 
merce dealing with new develop- 
ments in food technology, petro- 
leur research and medicinals. 

rticipants in the discussion, 
developed with the cooperation of 
the Chicago section of the Ameri- 
can Chemical Society, were Roy 
Cc, Newton, vice-president, Swift 
& Co. J. K. Roberts, director of 
research, Standard Oil Company 


(Indiana); and E. H. Volwiler, 
vice - president, Abbott Labora- 
tories. 


Declaring that “today research 
has become a by-word in Ameri- 
can industry,” Mr. Newton pointed 
out that industrial research by 
chemists has improved palatability 
and prevented deterioration of 
nutritive value of foods. He said, 
“Fortunately, most of our busi- 
ness leaders today are cognizant 
of the rewards of research and the 
great need for its day-to-day ap- 
plication.” 

New Food Level Seen 


Mr. Newton asserted, “The 
transition to our day from the 
days of our fathers is as clearly 
marked by the change from bulk 
packaging to consumer size pack- 
aging of foods as it is by the 
change from horse and buggy to 
automobile. Furthermore, it is 
clearly written that the new era 
will place food and the improved 
standard of nutrition on the same 
high level as newer medicine in 
service to public health.” 

Speaking on new developments 
in petroleum, Mr. Roberts said, 
research has become as much a 
part of modern business enterprise 
as manufacturing, sales and ac- 
counting. 

The industry’s most dramatic 
contribution to the war effort, Mr. 
Roberts pointed out, is 100 octane 
aviation gas, the basic ingredients 
of which are made by chemical 
synthesis methods using certain 
petroleum fractions as raw mate- 
rials. In addition, he said the in- 
dustry had contributed tuolene for 
the making of TNT; chemical in- 
gredients from petroleum neces- 
sary in the manufacture of the 
Buna S type synthetic rubber; and 
special oils and fuels for subma- 
rines, planes and other military 
craft and equipment. 

Reviewing the scientific ad- 
vances medicine has made against 
diseases, Mr. Volwiler said a 
philosophic outlook in the face of 
war proves nothing is 100% evil, 
since the war has provided “a 
great proving ground for medicinal 
agents whose values have thus 
been more quickly established.” 

He said that with their use, to- 
gether with better surgery and 
medical care, “only about 1.2% of 
the wounded die, compared with 
7% in the last war.” New vac- 
cines for yellow fever and typhus, 
human blood plasma and albumin, 


pentothal sodium intravenous 
anesthesia, atabrine or quinacrine 
for malaria, and the sulfas, were 
cited by Mr. Volwiler as some of 
the outstanding products devel- 
oped by chemists for medical prog- 


Tess, 


rid Elects Christenson 
Walter E. Christenson, editor of 
Omaha World-Herald, has 
elected vice-president of the 
d Publishing Company, of 
1 he is also a director. 


me) «Pencil Points 
Tr reaches 
Y more architects 


more designers & 
draftsmen 
more total profes- 
sional men 
than any other archi- 
tectural magazine 


for largest professional audience, use 
so “ead 


lagazine of Progressive Architecture 


To Bozell & Jacobs 


Philip Rouda, recently with the 
Army air forces and previously in 
publicity work in the theatrical 
and drug fields, has joined the 
copy staff of Bozell & Jacobs, Inc., 
Chicago. 


Dawes to Western 


Dawes Products Company, Chi- 
cago, and its subsidiaries, Alaska 
Fish Oil Extractors and Dawes 
Vitamelk Company, have  ap- 
pointed Western Advertising 
Agency, Chicago. 


Opens Chicago Office 
Irwin Vladimir & Co., 
York, has opened a Chicago 
branch at 1 No. La Salle St. Joseph 


A. Jones, manager of the branch, | 


has been named vice-president of 
the agency. 


WLW Promotes Savage 


Robert J. Savage, assistant direc- 
tor of merchandising of Station 
WLW, Cincinnati, has been ap- 
appointed director of sales promo- 
tion. Richard Fanning, manager 
of the grocery division of WLW’s 


New | trade relations. 


has| 
been appointed director of grocery 


merchandising department, 
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“Buy-Way,” has been named act- 
ing editor succeeding Mr. Savage, 
while Wilda Whitescarver, radio 


Earl Shumard, assistant editor | writer, has joined the sales promo- 


of WLW’s merchandising paper, tion department. 


25 WEST BROADWAY 
NEW YORK 7 WY 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


If vou have the answer... 


TELL (7 TO TEENA 


Teena, the High School girl, turned on the 
charm and _ a publisher gave up a magazine 
of more than a million circulation to give 


Some will tell you Teena’s winning way did the 
trick, but others really in the know can prove 


Teena rallied an overwhelming number 


to show her appreciation. They gave the 
first two issues an enthusiastic reception 
and it wasn’t long before teachers . . . com- 
munity leaders .. . merchants . . . designers 
and manufacturers were talking about High 
School girls who write — write for adver- 
tised and editorially featured merchan- 
dise, write for help on what to buy, what 
to wear, what to eat, what to say, 


If you have the answer to any of these 


questions, tell it to Teena and her 
teenmates through 


seventeen 


# CLICK MAGAZINE (1,050,000 A.B.C.) WAS SUSPENDED TO GIVE 17 “ELBOW ROOM.” 


# THE BUYING POWER AND INFLUENCE OF TEENA AND 6,000,000 TEEN-AGERS JUST LIKE HER. 


# NEWSDEALERS PUT UP SOS (SOLD-OUT OF SEVENTEEN) SIGNS TWO DAYS AFTER PUB- 
LICATION DATE. SEPTEMBER: 400,000 SOLD OUT; OCTOBER: 500,000 DITTO! 


# 1052 REQUESTS FOR KNITTING INSTRUCTIONS, AT 20¢... 1014 ENTRIES IN OUR 17 CAMERA 
CONTEST... 1005 WHERE-TO-BUY INQUIRIES REPORTS A HALF-COLUMN ADVERTISER... 
AND WE’RE NOT MENTIONING THE DELUGE OF READER AND ADVERTISER FAN MAIL. 


her what she wanted — her own magazine. # 


it was facts and figures that clinched the deal. # 


of her friends behind the magazine, # 


where to go, how and what to do. # 
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44 
Plastic Account to Ayer 


International Plastic Corpora- 


Hurja Opens Office |Surety Changes Name 


Emil Hurja, associate publisher 


delphia, as advertising counsel. 


Surety Advertising Company, 
tion, Morristown, N. J., has ap-|of Pathfinder, Washington, D. C.,| New York, has changed its name 
pointed N. W. Ayer & Son, Phila-| has resigned his post to establish} to Herbert Chason Company. Mr. 
his own business in Washington.|Chason is president of the agency. 


Eid 


5 oF {ONG ae 
are back agains cS 


gee 


* sens 


Since signs probably constitute a part of your peacetime merchandising plan, 
you will be glad to know that Artkraft's* planning department is again pre- 
pared to cooperate in the designing of your sign requirements. 


PITTSBURGH 
PAINTS 


A modern research laboratory, manned by the most brilliant technical staff 
ever assembled within the industry, advanced engineering practices, ex- 
panded production facilities, and mass production methods which we have 
applied in our war production will result in an even finer product and here- 
tofore unequalled savings for our customers. 


Although actual production begins with the impending removal of WPB 
restrictions : 


WE ARE NOW BOOKING QUANTITY ORDERS 


for delivery in the order received! Artkraft's* new policy foregoes the manu- 
facture of individual signs so that our entire time and attention may be 
devoted to the interests of quantity buyers. 


Tools and production machinery 
are ready for immediate use and 
quick ve tend is foreseen, espe- 
cially to customers ordering the 
same signs as before the war. 


year guaranteed porcelain enamel. 


Artkraft* signs have had a re- 
markable wartime record. Repair 
parts have been supplied when- 
ever required, and to serve the 
many thousands of our customers 
has not required the full time of 


Artkraft's* exclusive features in- 
clude Porcel-M-Bos'd letters 


SIGNS OF 
LONG LIFE“ 


DELCO-HEAT 


Of Git 


KELVINATOR 


| ELECTRIC REFRIGERATORS © 


stur 


(raised right out of the heavy 
sheet steel background by pat- 
ented process, and 75%, more at- 
tractive and readable); 999/ 
1000°%/, perfect neon (actual aver- 
age record); and Galv-Weld frame 
construction (no rust, no vibra- 
tion); together with, of course, 10 


one neon tube bender. The thou- 
sands of customer-making Art- 
kraft* signs everywhere today at- 
test to their superior quality and 
effectiveness. They have proved 
to increase sales 14.6%, and make 
national advertising 5 times as ef- 
fective, by actual audited research. 


During the past quarter century we have served such leading merchandisers as 
J. C. Penney Co., Shell Oil, A & P Food Stores, Western Auto Stores, Frigidaire, 
Marathon Oil, U. S. Tires, Pittsburgh Paint, Ford Hopkins Drugs, White Auto 
Stores, American Stores, Westinghouse, Lowe Bros. Paints, Skelly Oil, Nash-Kel- 
vinator, Belk Stores, Ely & Walker, Ford, Empire Super Markets, National Refin- 


ing, Mid-Continent Petroleum, Delco-Heat, and many others. 


QUALITY SIGNS FOR QUANTITY BUYERS 


Consult Artkraft* now on any sign problem without obligation. 


Mr. L. R. Zeamans, Eastern Sales Manager, or Mr. E. B. Tiffany, 


[SUPER(AP 


aes 


THE ARTKRAFT* SIGN COMPANY 


Western Sales Manager, will arrange personal calls where 
~ desired. 
) MARKET | 
THIS COUPON FOR OR 


RY OUR CONVENIENCE. 
a 


| 900 KIBBY ST., LIMA, OHIO, U. S. A. 


( ) We believe that Artkraft* signs fit into our 
post-war merchandising plans and would 
appreciate receiving full information and 
literature. 
( ) Ht may have one of your representatives 
call upon us. 


mT 


COMPLETE* 


in ‘COLUMBUS 


THE DISPATCH - COLUMBUS, 
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Wholesale, Retail Grocers 
Talk Merits of ‘Food Markets’ ' 


Indications are that wholesale 
grocers, who will have “hundreds 
of new products available in the 
postwar era,” will confer with re- 
tailers on the “advisability and 
extent of conversion of retail groc- 
ery stores into so-called food mar- 
kets,” the National - American 
Wholesale Grocers’ Association re- 
veals. 

Such canned foods developed for 
the armed forces as canned ham 
and eggs, ham and lima beans, 
bacon and cheese, will be studied 
for possible exploitation in civilian 
markets after the war. Pre-pack- 
aged fruits, vegetables, meats, 
cheese, poultry, fish, etc., are seen 
“as definite possibilities in postwar 
food marketing.” 

Dehydrated foods and quick- 
frozen foods are being viewed by 
wholesale grocers “with an open 


mind,” the association report as- 


serts, 
policy on quick-frozen foods js 
also a matter for study. Boog 
meats, either in bulk or in ) 6 


and the matter of bring 


packaged form, is coming in (or 
study for the retail trade that ox- 
pects to have a “complete {104 
store” program. 

Besides the expansion in the 
grocery lines, retail stores are 
planning to broaden distribution 
of confectionery products to tic jp 
with the candy industry’s national 
program on “candy as a food” and 
to meet the “new consumer con- 
sciousness on nutritional stand. 


ards,” outlined recently by the 
National Confectioners’ Associa- 
tion. 

Warehousing, air conditioning 


and temperature controls in both 
wholesale and retail Outlets wil] 
be considered as a means of im- 
proving service and maintaining 
the freshness of candy products. 
Modernization of retail stores, in- 
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WESTERN MI 


WKZO has the AUDIENCE 
in Western Michigan — an 
audience greater than that 
of all other stations COM- 
BINED! The largest Hooper 
Special Report (made in the 
Autumn of 1943) proved 
WKZO’'s outstanding domi- 
nance not only in its pri- 
mary market, but also in 
outlying communities of 
Western Michigan. Cities 
and towns covered in this 
coincidental area study 


let. 


Monday through Friday: 


If you are 
programs to cover Western Michigan 


miles away, if you had an exc 


YOUR TEAM MIGHT WIN A COMPLETE 
BASE-BALL GAME IN ONLY 51 


BUT—you’LL NEVER WIN 


CHIGAN FROM 


DETROIT OR CHICAGO! 


“rooting” for your radio 


from such distant cities as Chicago or 
Detroit — well, honestly, Mister — 
you're kidding yourself. 


The center of the really big and sell- 
contained Western Michigan mrket 
is 150 or more miles from either of 
those cities. Too many miles — evel 


if we didn’t have a really toug! fad: 
ing condition in these parts. 


Western Michigan gets its CBS : ater 
tainment from WKZO — the ne rest 
clearest and most listen-able CB: out: 


Would you tune to a statio, 15! 
lent 


were, specifically, Kalama- 5000-watter practically in your ack 
zoo, Allegan, Byron Center, 9 . " 

Dorr, Martin, Moline, Ot- yard? 

sego, Plainwell and Way- 

land. : 

Here ree the figures for * The N. Y. Giants beat the Phillies 6 

9:00 A.M. to 12 Noon, 1919, in exactly 51 minutes! 


0 aT 45.8% 
|] STATION B 13.9 5060 W sb 
SIX OTHERS .. B5.4% 590 K 
DEY. Vcdausacuxdnists 4.9% CB‘: 


| Strongest selling force in Western Michigan 


Owned and Operated by Fetzer Broadcasting Company 


KALAMAZOO 


Free & Peters, Inc., 
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Advertising Age, November 27, 1944 


cluding merchandising arrange- 
ments and displays, will be re- 
vie ved as part of the program. 
The report discloses that whole- 
sale grocers are also following 


closely increased development of 
ma ufactured foods made in whole 
or part from soy products. 

% * * 


» trade survey of South Amer- 
ica, being released by Pan Ameri- 
can-Grace Airways, Inc., is to be 
dis\vributed through accredited 
travel agents “to stimulate inter- 
American trade by air now to 
pave the way for expanding busi- 
ness relations with South America 
after the war.” 

The survey, aimed at chambers 
of commerce, Mmanufacturer’s as- 
sociations, boards of trade, and 
other organizations representing 
American business, covers Panama, 
Colombia, Ecuador, Peru, Bolivia, 
Brazil, Chile, Argentina and Uru- 
guay. Opportunities for postwar 
commerce recently compiled by 
the U. S. Department of Com- 
merce; basic trade information, 
trade balances, a list of major im- 
port commodities, area and popu- 
lation figures as well as present 
and proposed air services are 
given for each country. 

e co ae 


John L. Collyer, president of the 
B. F. Goodrich Company, told con- 
ferees at the Society of the Plastics 
Industry at their fall meeting last 
week that “low-cost raw ma- 
terials—or materials that are low- 
cost in effect because of their ex- 
traordinary performance qualities 
—are fundamental to postwar 
broadening of markets, both at 
home and abroad.” He cited the 
growing interrelation of the rub- 
ber and plastics industries, and 
said, “we no longer have any fixed 
ideas that any one commodity is 
indispensable. We know that the 
field is wide open, for example, as 
between natural rubber and syn- 
thetic rubber—even including rub- 
ber-like plastics —and the choice 
will go, in any given case, to 
whichever One proves economic- 
ally soundest. This is the way to 
expanding production, better prod- 
ucts, wider usefulness.” 

ae a So 


The initial outline of the postwar 
policies of the Hallicrafters Com- 
pany, Chicago, producer of high 
frequency radio equipment, was 
presented at a recent meeting of 
company representatives and heads 
of the firm’s export department. 
The plan, disclosed by William J. 
Halligan, president, lists three 
major points: 

1. The continued exclusive 
manufacture of high frequency 
communications equipment. 

2. Use of the same type of dis- 
tributors as have always handled 
Hallicrafters products. 

3. Particular sales emphasis on 
the amateur radio market. 

No plans were indicated for 
home radio receivers in the imme- 
diate postwar period and the com- 
pany’s stress on “ham” sets is al- 
ready the theme of much Halli- 
crafter advertising. 

* * a 

The “U Plan for V-Day” pro- 
gram of Landers, Frary & Clark, 
manufacturer of the Universal line 


— 
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he July-August Hooper 
ves WSGN another audi- 
nce boost afternoons and 
venings plus a widening 
iperiority mornings over 
he other Birmingham 
tations combined. Yes,’ 
iore listeners, more cov- 
‘age, and the best of all 
alable time make WSGN 
\labama’s Best BUY Far. 


IME NEWS. AGE-HERALD STATION 
2 Call Headley Reed 


W 


of domestic electrical appliances, 
New Britain, Conn., is set for extra 
promotion in 14 national maga- 
zines. One of the campdign’s chief 
features will be the distribution 
through local dealers of check 
charts of the firm’s line of appli- 
ances planned for postwar. After 
checking the appliances they in- 
tend to buy postwar, women will 
be asked to deposit the charts with 
the local dealers where they will 
be given priority numbers for post- 
war purchases. Company officials 
report this plan was pre-tested in 


Joins Aero Sales 


George Vesley, formerly western 
regional sales manager of Outdoor 
Aavertising Company, has joined 
Aero Needle Company, Chicago, 
maker of phonograph needles, as 
sales manager. 


Morton to Branham 


Warren M. Morton, formerly 
with Joseph Katz Company, New 
York, has joined the radio depart- 
ment of the Branham Company, 


Lily-Tulip Acquires 


Products Company, 


fountain use. 


are planned at present. 


Universal Paper Cups 

Lily - Tulip Cup Corporation, 
New York, has acquired properties 
and business of Universal Paper 
Chicago, 
manufacturer of Vee and Uni- 
versal cups for office and soda 


No personnel or policy changes 
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Freed-Eisemann Names 
Schmitt Ad Manager 


Frank M. Schmitt, until recently 
with the advertising department, 
RCA Victor division of Radio Cor- 
poration of America, Camden, 
N. J., has been appointed adver- 
tising and sales promotion man- 
ager for Freed Radio Corporation, 
New York, maker of the Freed- 
Eisemann radio-phonograph. 


the Midwest at the rate of 100 newspaper representative, New 
charts a week per store and 100 York. 

million consumer publication im- f 
pressions were made. Dunlevy Joins McKim 


Starbuck Opens Offices 


Norma Starbuck has opened of- 
fices at 307 E. 44th St., New York, 
as an artists’ representative. 


has 


R. J. Dunlevy, former public 
relations adviser of the National 
War Finance Committee of Canada, 
joined McKim Advertising, 
Montreal, as account executive. 


Special Editions, sections, pages are sold solid 


and soundly on an insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


The story of the great hand 


| # is held out to all America’s fighting sons. 
It reaches over the length and breadth of 
our land—into the mightiest city, into the 
tiniest town. 


Offered to every soldier is the sturdy help- 
ing hand of the American Legion’s Rebabili- 
tation Commission. 


This nation-wide phase of the Legion’s work 
began a quarter century ago—as a needed 
assister of veterans. Today more than 12,000 
Legion officers direct it, serving without 
pay. Every Legion post is a part of it. 


Its job is restoring, rebuilding—fitting the 
soldier back into a civilian sphere. 


Sometimes it works independently, locally 


—on its own. At needed times it works with 
state and federal agencies. But always it 
works as aid, as counsel, as expediter in 
the rehabilitation of those with whom war 
and time deal harshly. 


It takes, for instance, the case of an ailing 
soldier and sees that it is viewed in the 
proper light. And that those who deserve 
receive what a grateful America awards. 


It extends its help to a veteran’s family — 
his wife, his children—at those unforesee- 
able times when fortune’s tides sweep sud- 
denly out. And special help to the veteran 
out of work, to the veteran who seeks a 
better job, to the veteran who would like 
to study and thus prepare himself for 
something greater. 


The job is big. More than 3,700 cases have 
come to the Commission’s national head- 
quarters in the course of a single month. 
And thousands more to local and district 
headquarters. 


But it is one of the most soul-satisfying jobs 
the American Legion does—bettering the 
lot of a citizen-soldier, stoutening the fiber 
of a nation. 


The American Legion Magazine 
speaks stoutly for all America’s 
fighting men— but stoutest for all 
America. Legion-sponsored are 
some 200 broad, national programs 

for the building of wiser minds, 
" clearer visions, stronger bodies, 
sturdier Americanism. 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and presen- 
tatives Available,” 50 cents a line, minimum charge §2. Terms 


cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USBS OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED 


Advertising Age, November 27, 1-44 


HELP WANTED 


ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 
in a new business development ca- 
pacity. Must have Agency experi- 
ence, excellent references, good con- 
tacts and strong sales ability. Give 
complete information first letter. 
Our Executive Staff is familiar with 
this advertisement. All applications 
will be kept in strictest confidence. 
Box 5032, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP FLIGHT JOBS 


Our clients need 


EXPORT MGR.—So. Am. Fxp. in Radio, Electronic or Music Field— 
top $35,000. ADV. DIRECTOR—Drug & Cos. Mfg. N. Y. Prop. & 
Ethical $20,000. MERCH.-MGR.—Heavy H. H. Elec. Appl. Under 45 
$20,000. SALES MGR.—Mfer. cons. merch. Know synd. chain dept. 
store merch’g. Nat’l jobbers. Nat’l advg. Big ticket items. Age 40 to 
45. Salary -$18,000. ADV. MGR.—(Same) $18,000. SALES MGR.— 
Bldg. Material field. Nat’l mfgr. $15,000. ADV. MGR.—Prop. Med. 
Mfg. Age $5 to 45. Sal. open to $15,000. ADV. MGR.—Pref. exp. radio 
field. Nat'l scope. Allied field OK. $10,000. ACCT. EXEC.—High grade 
exp. Age 35 to 42 $30,000. SALES MGR.—Natl. scope acqtd. jobbers 
in notions, drugs & dry ‘goods field. Sal. $10,000. BUYER—Ironers & 
Washers. Must be experienced. $10,000. BUYER—Sewing Machines 
$10,000. MERCHANDISER—Office Equip. $7,500. MERCHANDISER 
—O. B. Motors, Boats, Canvas Goods $7,500. ADVERTISING MGR. 
—Educat. films $7,500. SALES MGR.—Exper. in educational and 
5 text book field $5,200. 


PERSONNEL CONSULTANTS 
(Matching Men and Jobs) 
8 S. Michigan Ave:, Chicago 3 Phone ANDover 3129 


Free booklet “How to Match Men and Jobs” sent on request. 


ADVERTISING & PUBLISHING 
ALL Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 


OPPORTUNITY for Advertising and 
Sales Promotion Man with promi- 
nent manufacturer of refrigeration 
and heating equipment in Chicago 
area, General merchandising and in- 
dustrial background necessary. Or- 
ganizing ability essential. Write 
fully. Correspondence and interviews 
will be strictly confidential. 

Box 5227, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


SHOE ADVERTISING ART and 
PRODUCTION MAN, one of Amer- 
ica’s largest display manufacturers 
in Phila., Pa., offers excellent oppor- 
tunity to man capable of creating 
layouts, finishing art work, and fol- 
lowing through on production of re- 
tail shoe advertising. Right man 
will “run: his own show”, in new de- 
partment scheduled for unlimited 
expansion. Write to 

Box 5253, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


IN JUST 
18 WEEKS 


. 


nearly $9.00 worth of books! 
a record that proves beyond question— 


products ... sight unseen! 


in the country. 


* This campaign is still on the air . 


Ai 


In the past 18 weeks— without premiums or special programming — 


i WNEW GROSSES ‘300,000 
FOR THIS SPONSOR! 


IN WNEW’S 3/2 MILLION FAMILIES, ONE OUT OF EVERY HUNDRED BUYS! * 


There is no better measure of a station’s sales power than actual sales! 


ry 


WNEW sold over 35,000 2-volume sets of a pictorial history to its listen- 
ing audience of 312 million families. One out of every hundred bought 


} 


Here is one of the most successful sales records in radio history! Here is 


. 


WNEW has the “listener confidence’’ that makes people buy WNEW 


How can you put this sales power to work for your product? 


Call or write WNEW now. We will give you the complete details of 
how advertisers are reaping the powers of WNEW “impact”... why 


more people listen to WNEW than to any other non-network station 


E 


NEW YORK 22, NEW YORK 


TEN THOUSAND WATTS —1130 ON THE DIAL—ON THE AIR TWENTY-FOUR HOURS A DAY 


-_ REPRESENTED NATIONALLY BY JOHN BLAIR AND COMPANY 


LAYOUT MAN 

Fine. opportunity with aggressive, 
long-established 4-A Agency in 
Philadelphia. A figure man, good 
on pencil roughs and “comps”, with 
a nice sense of design would be a 
natural for this opening. Give full 
qualifications in first letter. 

Box 5243, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MAN 
Ohio agency has excellent oppor- 
tunity for experienced agency man 
to develop a rich industrial territory. 
Box 5224, ADVERTISING AGE 
100 E. Ohio St.,. Chicago 11, Ill. 


EXCEPTIONAL OPENING 

For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s 
hotel operation. Must be draft 
exempt. Apply by letter stating 
background, experience and salary 
expected. 

Box 5238, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CHICAGO MANUFACTURER selling 
direct to retail outlets by mail would 
like to employ advertising counsel 
on a retaining fee basis. One day 
per week. Not interested in direct 
mail printer or letter shop service 
as we handle all our own produc- 
tion. 

Box 5232, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING COPYWRITER 
Leading New York industrial adver- 
tising agency in expanding its or- 
ganization wants experienced in- 
dustrial copywriter, not a war-time 
replacement. Offers good future.to 
right man. Write full details of 
experience and salary expected. 

Box 5248, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. Y. 


LAYOUT ARTIST 
Male — Ohio agency has immediate 
opening for versatile layout artist. 
Some finished art. Must be able to 
contact art accounts. Send samples 
and complete information in first 
letter. 

Box 5223, ADVERTISING AGE 
100 E..Ohio St., Chicago 11, Ill. 


RADIO PROGRAM SALESMAN 
Nation’s largest producer of tran- 
scribed .programs has opening for 
widely acquainted salesman. Salary 
plus bonus. Prefer man accustomed 
making above $10,000 per year. 

Box 5246, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING MAN. Medium-sized 
Rochester advertising agency, na- 
tionally recognized, has opening for 
advertising man capable of acting 
as assistant to one of our account 
executives. If you are a newspaper 
display ad man or connected with a 
manufacturing or retail firm’s ad- 
vertising department, here- is an 
opportunity; if you have agency ex- 
perienge, so much the better. The 
man wes want must have creative 
ideas, be able to write good copy, 
produce clean working layouts, call 
on clients. He should be responsible, 
preferably a married man under 40, 
looking for a permanent position 
which offers a future commensurate 
with’ his ability and _ initiative. 
Please make application complete in 
first letter giving education, experi- 
ence, age, salary requirements, and 
such other details as you wish to 
send. A photo or snapshot would 
be helpful but it is not necessary. 
Hart-Conway Co. Inc., Advertising 
Agency, Genesee Valley Trust Bldg., 
Rochester 4, N. Y. 


Unusual Opportunity for 
EXPERIENCED ACCOUNT 
EXECUTIVE 
with Creative Ability 
A well established, successful 
middle western agency needs 
another executive to partici- 
pate in serving present na- 
tional accounts and develop 
new business. Must be college 
graduate and have references 
as to character, successful ex- 
perience and creative ability. 
Please give outline of qualifi- 
eations and salary expected. 

Box 5259, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

ACCOUNT EXECUTIVES, 
TOG, GUE ORD céctckcivcts $15,000 
ADV. MGR., drug or food.... 12,000 


ILLUSTRATOR, studio 15,000 
AGENCY COPYWRITERS. .to 15,000 


ow 


SALES MGR.,, drug, notions... 10,000 
ADV. MGR., magazine........ 7,500 
SALES PROM., magazine.... 6,500 
EDITORIAL MAKEUP, maga- 

BON Wet ciel aesares Cees ees Open 
3 SPACE BUYERS agencies 

Siw eeesbiedakecs cavens to 6,000 
3 INDUS COPYWRITERS.... 6,000 
ADV PREMIUMS ..........- 6,000 
FIELD MERCHANDISING, 

drug and food exp......... 7,500 

AY ot MI Fy yy ee Open 


4 ADV. PROD. MEN......... 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN 
20 YRS. ADV. 


Open 


CHICAGO 
EXPERIENCE 


Adv. Mgr. — Dir. Publ. 


Mid-west retail store. Exc. rating. 
Good future. Under 40 years age. 
GO IIIT OED Ss 5: xo cccevasiecens to $7,500 


Under 40. Agency experience. 


3 PRODUCTION MEN: exp.......... $5,000 
COPYWR: Female; mail order........ $300 
COPYWR: Female; agency exp........$275 


M. L. BARNARD 
Advertising Director 
Castle, Barton & Associates 
220 S. State Street, Chicago 4 


| 
| 
| 


NEW MAIL ORDER CO., just st» ¢. 
ing out requires the, full or ; 
time services of a copywriter, ar 
ete., etc. Excellent opportunitie 
Room 803, 401 Broadway, N. 
Canal 6-7820 


i” i 


OPPORTUNITY FO? 
ADVERTISING 
LAYOUT MAN 


This is an opportunity for a cood 
creative layout man . . . who is ver. 
satile enough to turn out good roughs 
and comprehensives for magavine, 
newspaper and other forms of s:lver. 
tising on a wide variety. of accounts 
. .- and who ngight like to live and 
build his future in Baltimore. 


The man we want must have a sound 
background of advertising agency ex. 
erience. Preferably, also, he should 
enough of an advertising thinker 
and idea man . . . and know enough 
about artists and art buying .. . to 
make him a potential art director, 


Por the right man, this position offers 
security, opportunity and income cop. 
sistent with ability and performance 
. .+ in a 32-year-old 4-A agency with 
a well established reputation for get. 
ting good clients and keeping them. 


Please pack into a Il-page letter all 
the quick facts you would want if you 
were seeking a man for a similar po. 
sition. Address: C. D. Carr, Business 
Manager, VanSant, Dugdale & Co, 
Inc., Court Square Bldg., Baltimore 


> . 


ARE YOU 
THIS COPYWRITER? 


We need an experienced, ver- 
satile man who can write copy 
that will sell goods—who knows 
merchandising and sales promo- 
tion—who can service national 
accounts and help develop them. 


This 20-year successful — and 
fast-growing — Chicago agency 
is plenty busy now but prepar-. 
ing for even greater things after 
the war. This is a “ground 
floor” opportunity for the right 
copy man. $7500 salary to start 
—more money quickly if he 
proves himself. Our staff knows 
of this ad. Write in confidence. 
Box 6018, Advertising Age, 100 
E. Ohio St. Chicago 11, Ill. 


Help! Help! 
Woman Wanted! 


Medium sized N. Y. agency needs 
a thoroughly experienced, top- 
flight copywriter who knows he 
fashions and cosmetics advert :- 
ing. We want her to write co; 
and do contact work on several 
America's leading advertisers 
their field. This is a job w 
meat on it—so don't bite unl: 
you enjoy chewing on some r 
assignments. The salary has me 
on it, too. Write—at length 
give us all the details you c: 
Box 6020, Advertising Age, 3 
W. 42nd St., New York 18, N. 


Wanted — Copywriter — M ‘ec 


Well known, medium size agency 
excellent opportunity for vers: © 
writer. This is not a temporary 
time job—it is a chance for perme 
growth with a solid, successful ag: 
You won't have to continually g° ¢ 
out copy around a copy platf 
either—if you are creative and | 
sound ideas you will have every 
portunity to express yourself, bot! 
copy and in- developing campo: 
Starting salary $6,000.00 — lots © 
when you justify it. Box 6019, Ad 
tising Age, 330 W. 42nd St., * 


York 18, N. Y. 
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advertising Age, November 27, 1944 
HELP WANTED POSITIONS WANTED 
——~ “ACE COPYWRITER AVAILABLE AFTER JANUARY IST 
sumer and industrial writer Advertising director now employed 
op ‘copy department in rapidly by national publication. National 
~ ne New England agency. “ |and local contacts from coast to 
ame 254, ADVERTISING AGE coast; past experience includes news- 
fio. Ohio St., Chicago 11, Il. papers, trade papers, magazines. 
Ne "| Knows national and local markets, 
SALESMAN ‘ li merchandising and marketing. Pres- 
wan by, photographic eS i0/ent and past record outstanding. 
producing high priced’ advertising, |Gan furnish excellent references. 
fashi black and w hite and color | Correspondence invited. 
photos raphs. State background. Box 5258, ADVERTISING AGE 
1ox 5286, ADVERTISING AGE . | 330_W. 42nd St., New_York 18, N.Y. 
0 =e NEWSPAPERS for SALE 
cop) IDEA MAN—CREATIVE AD-| CALIFORNIA monthly trade maga- 
VERTISING MAN TO STUDY SELL- | zine. ABC. Established 30 years. 
ING ANGLES as FOOD PRODUCTS Alone in field. Fine accounts na- 
AND OTH ART APPEALS. | tional, state and local. $30,000, half 
TO ‘ : no cash. 
STA] IN ADVERTISING _DE- 5 2} ISING AGE 
ALi MENT OF LARGE RBTAIL| — {00'8, ohio St, Chicago 11, Il 
FOO { a 2 2 pA 4 
ES BRN CITY, DESCRIBE 
yAC ;ROUND, EXPERIENCE AN . 
ETAT ‘ SALARY RANGE. . GOOD Varell Appointed 


post WAR OPPORTUNITY. 
1)» 6252, ADVERTISING AGE 


B NL08, 
100 BE. Ohio St., Chicago 11, Ill. 
~~ POSITIONS WANTED 
ey Staffed Agcy. Executives can 
- obtain Copy or Layout Aid 
of former AAAA copy chief in pre- 
catalogs, booklets, sales let- 
broadsides, ete. Part time. 
Box 5249, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Space Salesman. 
Chieage Territory Preferred. 


tinder 45, well educated, good ad- 
dress, excellent personality. A back- 
eround of almost 20 years newspa- 
per, national magazine and. trade 


paper space selling in every midwest 
territory. Fine record substantiated 
by publisher and agency referenges. 
- Minimum $6,500 and comm. = or 
bonus. ill give serious considera- 
tion to sound representative propo- 
sition particularly trade papers 
allied in building field. 

tox 5260, ADVERTISING AGE 

100 E. Ohio St., Chicago:11, I11. 


Is THERE SOUTHWESTERN 
agency or, manufacturer with post 
war future-for capable young man 
seasoned® by successful newspaper 
ady. experience? College grad, lay- 
outs, copy, no illusions about execu- 
tive’s salary. "Welcome*chance to 
see-if I fill your ‘bill. 

Box 5256, ADVERTISING AGE 

100 Ey Ohio St., Chicago 11, Il. 


Young lady, 25, single, desires 
Chicagoconnection. Expd. serving 
iwency clients of company produc- 


ing typography, engraving, electro- 
typing, ete. Qualified as production 
issistant in large agency or secy. to 
executive, 
30x 5250, ADVERTISING AGE 
100 %. Ohio St., Chicago 11, Il. 


ADVERTISING-PROMOTION MAN 

Can you use the services of a reli- 
able, industrious, , sales-minded 
American who seeks expanding hori- 
zons of responsibility? Possessing 
experience and sound judgment ac- 
juired through 10 years of adver- 
tising contact, planning, copy and 
production in food and other fields, 
I will sever present connection for 
sound post-war opportunity as ad- 
vertising manager or assistant with 
progressive manufacturer in Chi- 
ago or suburbs. 

Box 5247, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
DIRECT MAIL executive available 
soon. Outstanding background as 
lirector and producer. 7 years’ 
varied experience with advertising 
ageney and adv. department of man- 
ufacturer. Past 9 years with promi- 
nent national org. in adaptable, 
modest earnings requirement. Sound 
post-war connection in any respon- 
sible capacity is paramount. Age 
+ Pet healetaad graduate, Now located 

{ cago, 
Box 5257, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


Advertising and Sales Promotion 
Manager. Can take full charge of 
lepartment for manufacturer using 
nagazine, newspaper, or direct mail. 
Background in automotive equip- 
ment and electrical fields. Each con- 
tact included work with distributor- 
dealer organizations. Can and has 
developed both prospect getting and 
Point of sales materials like maga- 
zine ads, direct mail pieces, sales 
presentations, sales and_é service 
vals, instruction booklets, house 


OF , ete. Age 35. Currently em- 
10} Draft exempt. Minimum 
iry $6,000.00. 


« 5242, ADVERTISING AGE 
KE. Ohio St., Chicago 11, Ill. 
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WANTED 
ADVERTISING SALES 
REPRESENTATIVE 


ationally known organization (es- 
industry) with headquarters in 
nd, having several industrial and 
ul publications in the metal field, 
opening for a yotmg, energetic 
tative to cover the eastern terri- 
t of the organization’s New York 


vould be helpful if the applicant 

€ experience in space sales or in 
vertising agency or in the metal 
tr knows the eastern territory. 


mployees know of this vacancy. 


nterested send complete details, 
» Previous experience, age, tele- 
number, starting salary desired. 


ox 6014, ADVERTISING AGE 
VY. 42nd St., New York 18, N. Y. 
; } 


Lia V. Varell, former executive 
assistant to the advertising man- 
ager of Sterling Products Interna- 
tional, New York, and previously 
advertising manager for the Jean 
Sardou chain of photography 
studios, has joined National Ex- 
port Advertising Service, New 
York, as an account executive. 


MBS Promotes Graef 


Alma Graef, former assistant 
eastern sales service supervisor of 
MBS, has been named eastern 
sales service supervisor in charge 
of contracts for the network. She 
was previously commercial traffic 
and contract manager of Station 
WMCA, New York. 


To Export Agency 


Richard Spahr, honorably dis- 
charged from the U. S. Coast 
Guard, and previously with the 
Fireman’s Trust Insurance Com- 
pany, New York, has joined the 
traffic division of Export Adver- 
tising Agency, New York. 


Celanese Changes Name 
of Plastics Division 


Celanese Corporation of Amer- 
ica, New York, has changed the 
name of the selling organization 
for its plastics products from Cela- 
nese. Celluloid Corporation to 


47 


action taken to round out sales of| company in 1941 as a plastics 
the company in the related fields | manufacturing division. | 
of textiles, plastics and chemicals.|its products are Celluloid, Lum- 


Celanese Plastics Corporation, the; tion was merged with the parent 


Among 


The original Celluloid Corpora-| arith, Vimlite, and Lumapane, 
ADVERTISING 


WANTED wanacer .”. 


A prominent Chicago manufacturer conducting six product 
divisions requires the services of a capable advertising man- 
ager. The man needed should be definitely creative, able to 
interpret company advertising policy, experienced in planning 
direct by mail material, directing artists, budgeting depart- 
mental appropriations and writing trade magazine copy. It is 
also desired that he be capable of promoting sound company 
public relations. We prefer that he be under 45 years of age 
with a college education. Tell us of your present and past 
connections, age, family status, salary desired, and provide any 
other pertinent information. Your letter will be held in con- 
fidence. 


Box 6017, ADVERTISING AGE, 100 East Ohio Street, 
Chicago 11, Illinois. 


in FULL COL 


The 


*-PACKAGE 


The 
*LABEL 


Shown ou the 


“TABLE 


SUNNY SALLY'S 


INVITE TO OVER 


2,000, 000 


PASSENG=SS DAILY 


in the fast 


LOS ANGELES 


METROPOLITAN MARKET 


Gets “WANT ACTION” 


Pacific Coast TRANSIT Advertising Representatives 


(Members N A. T A) 


MAYNARD BOYCE, INC. 


TRACTION ADVERTISING CO. 
HARWOOD HOYT FAWCETT 

FIELDER, SORENSEN G DAVIS | 
PACIFIC N.W. TRANSIT ADVERTISING . . 


Eastern Representatives 
NATIONAL TRANSITADS, Inc. 


1944 


growing 


Los Angeles 
. Salt Lake City 

San Diego 
San Francisco 
Portland 


Chicago, New York 


Nb 
“THE WHOLE 


Mayna 
2251 Ba, poyce 
8 Angeles 15, Celie 


US 


PACIFIC COAST”—AS A 
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We thought YOu might be interesteg in | 
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WKBZ, WELA Join Mutual A AF Radio Shows 


Stations WKBZ, Muskegon 
Mich., and WKLA, Ludington, | 
Mich., on Nov. 20 joined MBS) 
as fulltime affiliates, bringing the| 
total number of Mutual affiliates | 
to 248. Both stations operate on | 
250 watts, WKBZ on 1490 kc, and 
WKLA on 1450 kc. 


>| 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 


e 
~~ BUSINESS PUBLICATIONS EDITION” | 


| casting are produced by public re- 


Reach 15,000,000 
in U. S. Weekly 


Army Air Forces uses radio to tell 
families and friends of the more 
than 2,300,000 men and women of 
the AAF of their progress, mis- 
sions and accomplishments, is 
pointed out in a bulletin released 
recently by the War Department 
bureau of public relations. The 
bureau estimates it reaches a 
weekly audience of 15,000,000 lis- 
teners through radio. 

The encouragement of Gen. 
H. H. Arnold, commanding gen- 
eral of the AAF, was responsible 
for the first experiments in re- 
cruiting programs begun in June, 
1941, from headquarters at Moffat 
Field, Cal. Those, and subsequent 
programs, were responsible for in- 
creasing the AAF tenfold over its 
1939 size. 

Today, at more than 200 AAF 
installations in the U. S., radio 
programs for local-station broad- 


| 


| 


lations and special services per- 
sonnel. These programs broadcast 
post news, cement relationships 
between the military and towns- 
folk, aid in procurement of civilian 
workers at AAF posts, and in con- 


|junction with network programs, 
Washington, Nov. 21.—How the} 


sold $150,000,000 
bonds. 

The two network production 
units of the AAF at Santa Ana 
and New Haven provide families 
everywhere with seven weekly 
visits via air to relatives in the 
air forces. They include: “AAF 
Symphonic Flight,’ heard on_ the 
Blue Network Sundays, 11 a. m., 
EWT:;, “Roosty of the AAF,” car- 
ried on Mutual Sundays at 2 p. m., 


worth of war 


EWT; “First in the Air,” heard 
Fridays at 4 p. m., EWT, over 
CBS; “The Army Aijir_ Forces 
Band,” on NBC Wednesdays, 12:30 
p. m., EWT; “Hello, Mom,” on 
Mutual at 12 noon, EWT, Satur- 
days; “Soldiers with Wings,” 


broadcast over the Blue Network 
Saturdays, 6:30 p. m., EWT; and 
“I Sustain the Wings,” heard on 
NBC, Saturdays at 6 p. m. and 
11:30 p. m., EWT. 

In addition the William Wrigley 
Jr. Company, Chicago, provides 


la 
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weekly half-hour program, 
“America in the Air,’ Saturdays, 
7:30 p. m., EWT, on CBS. 


Higgins to Durstine 

Jack Higgins, formerly account 
executive with Fuller & Smith & 
Ross, Cleveland, has joined the 
Cincinnati office of Roy S. Dur- 
stine, Inc., in a similar capacity. 
Mr. Higgins is a former vice-presi- 
dent of Lee Donnelley Company, 
Cleveland. 


Benham Joins KOMA 


Webster L. Benham Jr., assist- 
ant manager of the Better Busi- 
ness Bureau, New York, for the 
past four years, has been ap- 
pointed sales promotion manager 
and public relations director of 
Station KOMA, Oklahoma City. 


Earl Thomas to F&S&R 


Earl Baldwin Thomas, former 
vice-president and manager of the 
New York office of McKee & Al- 
bright, and previously with N. W. 
Ayer & Son, has joined Fuller & 
Smith & Ross, New York, as ac- 
count executive. 


944 

G-E Develops New 
Rubber Substitute 

Silicone, a new synthetic rv be; 
has been developed in the res. ,y¢ 
laboratories of General EF). +p; 
Company, Schenectady. Alt) yo; 
the nature of the product re) ain, 
largely secret, Dr. A. L. Marshal 
head of the chemical divisi... 4 
G-E, describes it as having g»: ate, 
resistance to shock and heat ‘hap 
natural rubber or any synt etic 
rubber heretofore produced, 

Silicone is now being use! fo, 
many .war purposes, partic)/ar}, 
for gaskets in B-29 Fortresse. anq 
in searchlights and blinker | ight; 
on warships, where its hes: ang 
shock-resistant qualities make j 
superior to ordinary gasket mate. 


rials. 


To San Antonio Paper 


Robert C. Whitehead, formerly 
sales manager of John Budd Com. 
pany, New York newspape: rep- 
resentative, has been appointed to 
the newly-created position of as- 
sistant advertising director of the 
San Antonio Express and Evening 
News. 


No reconversion 


needed 


in PITTSBURGH 


Your No. 1 Post-War 


¥ 


Market 


Analyzing the carbon 
content of steel 


is just a matter of a change of heats 


HE day Jones & Laughlin Steel Corporation 
gets the green light for civilian production, 
changeover from wartime to peacetime steel will 


take only a few hours. 


The last heat of steel for Mars will be tapped. 
Limestone, scrap and molten iron that went into 
steel for tanks and guns will be charged into a 
new heat of steel for houses, hatpins and heli- 
Specifications for manganese, phos- 


copters. 
yhorous, carbon and sulphur may 
»e changed by only tenths or hun- 
dredths of one percentage point. 

The first helper will begin to 
work the new heat just as he 
worked so many before. Twelve 
hours after the heat is charged, 
it will be tapped and again J&L 
steel will be on its way toa 
thousand civilian uses. 


In J&L’s two great Pittsburgh plants, the same 
men and equipment will change from war to 
peace without a break in their routine. The huge 
pent-up demand for civilian steel is assurance of 
continued high employment levels in Pittsburgh's 
largest industry. 

To get your share of your No. 1 Market, use 
Pittsburgh's No. 1 newspaper. 


The Pittsburgh Press 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


No. 


oe to sign up 


oe : . “for the pause that refreshes!” 


-“L-gotta. bathtubful of ‘Coke 


Coca-Cola, I got no. time 


When advertising is tightly tied up 
with a business whom does a media 
salesman sell, and how many? 


Coca-Cola is certainly like that. An 
intimate concern with advertising 
starts upstairs with the Chairman of 
the Board, and spreads to men clear 
across the United States. To say 
nothing of a potent agency pattern. 


The 5 major advertising-marketing 
magazines have 143 paid subscrib- 
ers at Coca-Cola—57 at D’Arcy. 


Board Chairman Woodruff pays for 
three personal subs. So, too. President 
Acklin. Vice-Presidents Coste, Forio, 
Gilbert, Harrison, Hayes, Jones, 


ADVERTISING AGE e 
PRINTERS’ INK e SAL 


Tonic for tired “sellers”. . . # 


the 5 major advertising-marketing magazin‘ 


Nicholson each buy one book or mo 
Ad Chief Hunter Bell and !’romot! 
Manager Caridler have fou: 
All this, topped off by solid cover 
of regional V-P’s, sales and ad exe 


. ibs ea 


At the agency—Headman ) Arcy *! 
scribes to four. Sec-Treasurer Pa 
man to three. Vice-Presid: ats Alt 
bernd, Kinsella, Oberwind: . >ewé 
Steele, Sullivan, Thurber 
one or more. In additio 
penetration to account han ‘ers. © 
and creative people, medi: mem ° 


i urnel 


-age 


If you have something to = y. s¢!! 
PROTECT at Coca-Cola, 1 2 # 
other worthwhile accour [or 
matter) can you think o 2 be 


way to help yourself? 
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lose Controversy 
Continues as NBC 
Denies ‘Pressure’ 


(Continued from Page 1) 
hection of commentators rests with 
mC inasmuch as the balanced 
presentation of news and comment 
fs an obligation and responsibility 
bf the broadcast station or net- 
work.” 

Hill Replaces Close 


In the same statement, NBC an- 
nounced that Max Hill, NEC staff 
rommentator and former Tokyo 
»rrespondent for Associated Press, 
vill replace Upton Close. A clearer 
xplanation of NBC’s use of the 
erm ‘balanced presentation of 
ews” hinges on the fact that Mr. 
Hill has recently returned from the 
Furopean front and can bring to 
the broadcast first-hand observa- 
ions of news events rather than 
bersonal comments. Thus, the pro- 
tram can Offer a more even “bal- 
ince’ between news as such and 
omment as such, NBC explained. 

Evidence that Mr. Close’s spon- 
yr, W. A. Sheaffer Pen Company, 
ort Madison, Ia., is receiving a 
arge number of inquiries on the 
yatter appeared this week through 
| form letter Sheaffer has pre- 
mared. Signed by C. R. Sheaffer, 
resident, the letter sets forth the 
act that NBC advised some weeks 
wo that Mr. Close “would not be 
vailable after Dec. 10,” and states 
jearly that “bitterness toward this 
mpany and NBC is undeserved.” 

“You can appreciate that adver- 
ising is for the purpose of win- 

ng customers,” the letter says. 


Individually, we may see fit to} 


ake sides in any arguments, po- 
jtical and otherwise, that may 
me up in our country. It is the 
arge mass of individuals—not cor- 
orate advertisers—who have de- 
ided and will decide the economic 
nd political issues of our country. 


. We plead with both the ‘pros’ | 


nd ‘cons’ for tolerance and atten- 
ion to the views of others. We 
hink critical analysis of the im- 
ortant world events now taking 
lace is a service to the public. . .” 
While a national advertiser may 
ign up a commentator not under 
ontract with one of the networks, 
nal control over such shows—as 
yell as all other types of programs 
n the air—rests with the net- 
yorks themselves. 


Blue Drops Taylor 


At the same time the Upton 
lose matter was made public, the 
lue Network released the infor- 
ation that Henry J. Taylor would 
t continue his news commentary 
rogram after Dec. 31, a “coupling” 


of events which Mr. Taylor felt 
should be clarified. On his regular 
Blue broadcast Nov. 16, Mr. Taylor 
explained that he had never been 
“pressed” by the Blue to say any- 
thing, or not to say anything, and 
“the offers I have had to stay on 
the air after Dec. 31 I have not 
taken simply because of over- 
work... 

“Anybody these days who op- 
poses features of the Washington 
government gets a regular system- 
atic going over from organized 
sources,” he continued. . . “Since 
I have been on the air no one 


in the Blue Network—and I think 
this could be equally true of the 
other networks as far as I am con- 
cerned, for I have been on all of 
them at one time or another—has 
ever censored anything in my 
scripts or pushed me around in any 
way, and I think in fairness that 
that should be stated because here 
it is the middle of November and 
the Upton Close incident arises 
and the termination of my contract 
on Dec. 31 seems to carry the 
erroneous idea of a gag on me...” 

A definite protest to Washington 
against Mr. Close’s removal from 
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NBC will be sent to Congress in|agreed with that network’s news 


the next 10 days by the National| policies, resigning to join NBC 
Economic Council. Mervin Hart,|after verbal “battles” with Paul 
president, said he did not wish to| White, CBS director of news and 
disclose the contents of the protest special events. Walter Winchell, 
until it is actually in the mail. lwho has had countless “run-ins” 
A | with the Blue, his sponsor, Andrew 
Recalls Kaltenborn Fight |Jergens Company, and the + 
Controversies similar to these | Sens agency, Lennen & Mitche 
between news commentators and | joined in the Kaltenborn-White 
major networks have cropped u foetal as did various other news 
in the news periodically for the | anatysts. 
last several ns One of the most| Cecil Brown left CBS in October, 
vehement happened in the spring | 1943, because of “censorship” diffi- 
of 1943 when H. V. Kaltenborn,| culties, and is now a commentator 
then news analyst for CBS, dis-|on Mutual. 
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70 A STAR.... 


ITH competition already keen and business raring to go, this 


is no time for half-way or compromise measures. This is the 


A— 


FOLDERS - BOOKLETS 
BROADSIDES + CIRCULARS 
PACKAGE INSERTS - POSTERS 
STREAMERS ~- DISPLAYS, etc. 


Producers of Fine FULL- Colored 


time to hitch your selling to a star—and give yourself sales and adver- 
tising literature that outstrips, outshines and outsells that of your com- 
petitors—which means booklets, circulars, folders and broadsides in 
FULL Color! 


It’s a safe bet that every one of your competitors will use color to 
some degree in their new sales and advertising material. How impera- 
tive, therefore, that you decide now to use FULL Color . . . for noth- 


ing less than FULL Color will do your job. 


And here’s good news! Dramatic sales-producing FULL Color 
literature need not be expensive. Stecher-Traung through its unique 
“gang run” process, can produce high-quality FULL Color material 
for you at a price comparable with that usually asked for only two- 
color material. So, don’t delay. Put this star performer—Stecher- 


Traung-produced FULL Color literature to work for you today. 


FREE -Write today for your free copy 


of our 28-page book, “The 
Value and Patriotic Use of FULL Color.” 
It describes the extra advantages of FULL 
Color and tells how to get effective re- 
sults at low cost. Packed with helpful in- 
formation. Send request to Dept. AA-114. 


SWS Ca R-TRAGNG 


LITHOGRAPH CORPORATION 


Rochester 7, N.Y. « San Francisco 11, Calif. 


Offices in Principal Cities 
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Morris Elected V.P. CIO to Seek End 
Gilbert C. Morris has been| 


co — oo of Rickard to Grade Label 
Restrictions 


(Continued from Page 1) 
tion of grade labeling in various 


Cover the Rich Lehigh Valley = gcjqs 

The CIO cost of living commit- 
tee did introduce a_ resolution, 
through the resolutions committee, 
on the subject of price control and 
rationing, which the convention 
adopted at its session today. In 
the measure, the CIO urges the 
OPA to extend its last existing 
| price ceilings fixed in 1941 and 
1942 on products now coming back 
| into production “for at least one 
|year after production has been 
| resumed,” and permitting increases 
over 1941-42 ceilings only where 
“extraordinary circumstances” are 
proved to require it. 


Seeks Work Clothing 


The OPA, WPB and the War 
|Food Administration, further, are 
|urged to maintain rationing con- 
| trols in all cases where shortages 


| of supply of low price civilian 


WPB to require textile and cloth- | 


ing industries to produce ade- 
quate supplies of essential work 


clothing and household textiles “of | 
and calls 
“immediately to enforce | 


” 


basic quality standards, 
on OPA 
price ceilings on clothing and 
other textile products.” 

It was learned that WPB Chair- 
man J. A. Krug may not carry out 
his policy, announced in Septem- 
ber, of lifting controls on produc- 
tion of civilian goods within 90 
days after German capitulation. 


|That announcement stirred up 


OPA, CIO, AFofL, and other 
groups, whose protests resulted in 
the setting up by Mr. Krug of joint 
OPA - WPB fact - finding commit- 
tees to determine what effect the 
lifting of specific WPB controls 
would have on prices within in- 
dustries. 

CIO spokesmen said that with 
few exceptions, the committees 
had reported that the policy an- 
nounced by Mr. Krug would result 
in production of high price goods 
and in inability of OPA to control 
inflation by price controls. 

Another resolution, adopted by 
the CIO’s Congress of Women’s 
Auxiliaries at a separate conven- 
tion, pointed specifically to the so- 


| goods exist. The resolution urges 


Charted on 
Industrial Maps 
as the POSTWAR 


Land of Opportunity 


® Metropolitan Houston . . . the South’s largest 
city and growing rapidly . . . will enter an era of 
even greater growth and industrial expansion 
after the war. 


Long-established important industries have 
made Metropolitan Houston a great manufactur- 
ing center. These industries, including petroleum 
refining, cement manufacturing, oil tool manufac- 
turing, meat packing, flour and rice milling, cot- 
ton compressing and warehousing, iron foundries 
and paper milling, are making plans now for post- 
war expansion. 


New industries established in the Houston area 
since the outbreak of war—a huge steel mill and 
blast furnace, big shipyards, great synthetic rub- 
ber plants and important chemical works—are ex- 
parnding and will continue operations on a large 


ARKANSAS 


GULF OF MEXICO 


scale. Other important industries are slated to 
locate here soon. 


Both oil capital and cotton capital of the world, 
Houston’s amazing growth and industrial develop- 
ment have been—and will continue to be—due to 
her many natural advantages and the wealth of 
raw material resources of this area. The abun- 
dance of raw materials plus low-cost natural gas 
and electric service, ample water supply, deep- 
water port (one of the nation’s largest), 3 trans- 
continental airlines, 18 rail outlets and many ra- 
diative hard-surfaced highways make Houston a 
natural center for manufacturing and distribution 

. and assure her continued growth and pros- 
perity. 


The Houston Chronicle has been first in this 
market, in both advertising and circulation, 
for over 31 consecutive years. 


THE HOUSTON CHRONICLE 


b 3 Metropoliten Houston ‘Herris County! on July 31, 1944, 
, hed @ populction of 631,224, according to OPA No. 4 
Retion Book figures. 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


¥ 
fa 
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called Taft amendment to the price| has “exhausted our ladylik« , 
control act, under which the OPA| guage” in trying to induc. the 
is precluded from_ prescribing| WPB to allocate more mater a] y 
grades other than those used by | manufacturers of low price ¢|oty, 
industries. The CIO women not) ing. 7 
only recommended that OPA con- | 

trols over prices be retained long | 

after war ends in Europe, but} Burridge Will Head 


‘ lev y 
denounced the Taft amendment | ‘Ngqtional Underwrite,’ inl d 
and expressed the auxiliaries’ in-| : oggt 
tention to work through Congress} _ Howard J. Burridge, vice-) reg 5" 


next year to obtain repeal of the|dent and secretary of Nationgg™®!°” 
amendment when the price act| Underwriter Company, Chi cago c 
comes up for renewal. has been elected president, syfi> 
: ceeding the late John F. Wohlge. eek 

Committees at Work muth, who died Oct. 19. ng, 
The auxiliary, which represents|. Louis H. Martin, vice-president 
the families of CIO workers,|in charge of the publishing com. 
maintains numerous year-round| Pany’s Cincinnati office, wa 
committees engaged in work cal-| elected vice-president and secre. 

culated to aid OPA and to seek | tary. 

preferred rulings from OPA, WPB oy 
and other government agencies. ss 
Hazel Kyrk, professor of eco- Goldberg to Visit U. S. 
nomics, University of Chicago, and Frank Goldberg, founder a, 
chairman of the National Con-| governing director of Goldbers 
sumer Advisory Committee set up| Advertising, Sydney, Australi 
under OPA, speaking before the | will visit the United States ang 
auxiliaries Tuesday, said those | Canada early in 1945 as a repre. 
present should be highly congrat- | sentative of the Australian goy. 
ulated for their efforts to obtain|ernment. He will investigate py 
grade labeling and lower prices,|motion of greater tourist trade 
particularly where clothing is con-| between Australia and the United 
cerned. She said her committee | States and Canada after the war. 
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ble in 
on't tak 


“He was trying to read my copy 
of the Buffalo Evening News * 


in his rearview mirror!” 
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At this writing, it was said, the Mildred Webster Joins a 


[IC Campaign 
tarts Dec. 11 
n 350 Dailies 


New York, Nov. 22.—The much- 
-eussed and much-delayed cam- 
gion of the National Industrial 
hformation Committee of the Na- 
onal Association of Manufactur- 
rs finally got the go-ahead this 
eek. Space restrictions permit- 
will start in every daily 
ewspaper in every city of 50,000 
nd more population in the coun- 
-y the week of Dec. 11. If all 
ese papers can take it, the list 
i]l number about 350. 
NIIC, through its agency, Ken- 
on & Eckhardt, would like to 
in a 1,500-line insertion weekly 
r the first four weeks and every 
ther week thereafter for an in- 
efinite period. Some papers will 
xke general or national ads no 
proer than 1,000 lines. The NIIC 
ries, Which goes heavily into 
xt, on the theme, “How Ameri- 
ans Can earn more, buy more, 
ave more,” would hardly be read- 
ble in smaller size, and NIIC 
on’t take less than 1,000 lines. 


committee is “still putting some 
commas”’—as it has for a year or 
so—into copy submitted first by 
Arthur Kudner, Inc., and since 
last summer by Kenyon & Eck- 
hardt. The new series, written 
by Walter Weir, vice-president 
and copy director of K&E, is re- 
ported to contain not a word about 
“free enterprise.” Wilder Breck- 
enridge, vice-president of K&E, is 
account executive, and Alexander 
Williams of that agency is setting 
up a news bureau to publicize the 
campaign. 

Alfred P. Sloan Jr., chairman of 
General Motors, is chairman and 
James S. Adams, president of 
Standard Brands, Inc., vice-chair- 
man of NIIC. The campaign will 
follow closely the NAM’s annual 
Congress of American Industry at 
the Waldorf-Astoria here, Dec. 6-8. 


CAB Adds 4 Members 


Cooperative Analysis of Broad- 
casting has admitted to member- 
ship the Duquesne Light Company, 
New York; Gillette Safety Razor 
Company, Boston; William Morris 
Agency, New York, and Wade Ad- 
vertising Agency, Chicago. 


Spencer W. Curtiss 


Mildred Webster, executive sec- 
retary of the National Industrial 
Advertisers Association, Chicago, 
for the past 12 
years, has re- 
signed to join 
Spencer W. 
Curtiss, IAs. 
San Francisco, 
as assistant to 
the president. 

After spend- 


es ing a few days 

in the com- 

& » * pany’s Chicago 

and Indian- 

Mildred Webster apolis offices, 

i Miss Webster 

will leave for San Francisco Dec. 

13. Among her duties will be re- 

porting of West Coast market ac- 

tivities to Curtiss’ midwestern of- 
fices. 


To Bozell & Jacobs 


Southwestern Public Service 
Company, Dallas and Amarillo, 
Tex., has appointed Bozell & 
Jacobs, Dallas, to handle adver- 
tising. 


As a matter of fact-- 


by Judge Drumwagon 


“PRESTIGE” is a peculiar word—its 
meaning often elusive even with the diction- 
ary right in front of one. And who, in his 
daily conversations goes about with a dic- 
tionary under his arm? 


* 


Its peculiarity is brought into strong focus 
when we use this elusive word in the nega- 
tive sense. No one will misunderstand when 


girted me AGS 


we say that “so-and-so has lost prestige.” 
But when we say that—‘“so-and-so has 


What readers thought 


about a recent 


HYGEIA article 


When hundreds of controversial letters land squarely 


gained prestige” the exact meaning is not 
always too clear. 


* 


Now there is a group of publications — the 
weekly newsmagazines — which render to 
each of their advertisers, a very full weight 
of 18 karat prestige. 


on an editor’s beaten-up desk, he is apt to breathe a 
long, heavy sigh of satisfaction. For to him, this is a 
healthy omen that public interest has been thoroughly + 7 
awakened and that action may follow. It means that Bi 
his magazine is dynamic and thought-provoking and, , : . 
by George, that it’s really being read! Printed with an eye on the clock rather 


; than an eye on the artist’s palette these 
Scores of such letters poured into HYGEIA’s editorial ’ 
magazines, made sturdy because of the 

sturdy folk that read them, render to each i. 


advertiser a measure of the prestige which 


office as a result of Dr. Dunn’s stirring report about 
“[llegitimate Children” in October HYGEIA. And 
already a huge metropolis has altered its birth-record 


forms to cope with this growing problem. ‘ . ae . 7 
g E = SI comes from being in close association with q 


Long characterized by forthrightness and courage, these sturdy readers—and from no other 


HYGEIA works alongside the physician, doing many thing 
helpful, educational and downright human services * 
his time won't permit. It tells readers not only what 
they want to know, but what they need to know. 

AS A MATTER OF FACT magazines 
such as The United States News, Time, 
Business Week, Newsweek have, through 


their works, gained great prestige with the 


HYGEIA reaches approximately 117,000 select, influ- 
ential subscribers every month. Above-average in 
health interest. Above-average in education. Above- 


average in purchasing power. And every month 


HYGEIA is read by more than a million health- newshungry elite of American business and 4 
minded patients waiting in doctors’ offices. These are ‘ . P 4 . 
id industry. And a generous portion of this : a 


a pure bonus to the advertiser. 


prestige is conveyed to every line of adver- 
se your yewmnet or service has health appeal, we be- tising appearing in their advertising pages. 
lieve HYGEIA is the best buy you can make. 


™ * 
With Health-Minded Readers. HYGELA Clicks! 


\ doctor says: Another peculiar thing about “prestige’”’ is, 
Your magazine comes to our office regularly, and I find that it is always one of P ‘ P . 
that in spite of its extraordinary and recog- 


e first magazines selected by patients to help pass the time until it is their turn 
see the doctor.” 


nized cash value, you will not find it listed, 


. ™ search as you may, on any printed rate card. | 
‘ | It’s free. ae 
“ | 
: | 
ie call Ea Judge Drumwagon’s column is sponsored i 
ThE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION = and financed by The United States News. a 
NORTH DEARBORN STREET ¢ CHICAGO 10, ILLINO!S | NOS % 
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Stokely Name Changed 


Stokely Brothers & Co., Indian- 
apolis, has changed its firm name 
to Stokely-Van Camp, Inc. 


as 
POST WAR 
BUYERS 
LINE UP 


Will your products 


be represented in 
this alert medium? 
Reach the key 
men. They are in 
line for Diesel 
Equipment NOW. 


Complete coverage of 
abignewlndustry 


EDITED AND 
PUBLISHED BY 


REX W. WADMAN 
2 WEST 45TH STREET * NEW YORK 19,N. Y. 


ie 


Le ] ba 
ies booty ; 


New Movement to 
Improve Radio 
Programs Started 


St. Louis, Nov. 21.—An unusual 
new force designed to help im- 
prove radio programs — spear- 
headed by units within the indus- 
try itself—got under way here 
yesterday when the Radio Council 
of St. Louis was organized as part 
of a national movement. 


the St. Louis Post-Dispatch sta- 
tion, KSD. 

Mrs. Lewis asserted that day- 
time serials “are altogether too 
melodramatic and too trite,” and 
said that methods of improving 
them will be one of the principal 
subjects for discussion among na- 
tional radio councils. 

Mr. Burbach criticized middle 
commercials on newscasts and as- 
serted that such broadcasts should 
be sponsored only by the most 
reputable advertisers. Commenta- 
tors should be entirely free, he 


At the organization meeting of 
the local unit yesterday 75 repre- 
sentatives of the radio industry 
and civic and listener groups lis- 
tened to a galaxy of speakers inti- 
mately connected with the radio 
industry who criticized daytime 
serials and urged refinement of 
newscasts. 

Speakers included Mrs. Dorothy 
| Lewis, coordinator of listener 
|activities for the National Asso- 
ciation of Broadcasters; Miss Ju- 
|dith Waller, NBC, Chicago; Miss 
Frances Wilder, CBS, New York; 
Dr. Harrison Summers, Blue Net- 
work Company, New York, and 
George M. Burbach, manager of | 


said, adding that straight news 
presentations should be free of 
opinion or advertiser influence. 

In some cases, he said, broad- 
casters have been over-influenced 
by the income involved. “It is 
an experience that newspapers 
and other media have gone 
through,” he declared, “but the 
radio industry should learn by 
that experience.” 


| 


PAA to Meet Jan. 26 


The Pacific Advertising Associa- 
tion will meet for a midwinter 
conference Jan. 26-27 at the Mult- 
nomah Hotel, in Portland, Ore. 


enetration 


‘Brings Kesults 


In a market as complex as that made up by 
penetration 
administrative and technical organizations of 
these highly specialized institutions is vital 


the nation’s hospitals, 


to advertising success, 


For Detailed 
Reference Data 


See 
THE ‘MARKET 
DATA BOOK 


Business 
Publications 
Edition 


\ 


= 
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Postwar Plans 


Mapped by AFA 
District Clubs 


Dallas, Tex., Nov. 21—Member 
clubs of the Tenth District, Adver- 
tising Federation of America, are 


Boston, Nov. 21.—Col. Th 
Nelson, president of Hen 
| Louden Advertising, Bosto: 
| been reported killed in act 
France, Oct. 25. He was 47 
old. 

In 1929 Col. Nelson becam, 
president and sales manager , 
Oxford Print, and in 1939. 


COL. THATCHER NELSON 


ice~ 
the 


in the best condition in their his-| dent of the Louden organi: | tion ge 
tory, with enrollment at a peak, | He entered the service Jan. | i949 home 3 
district directors reported yester-| and was commissioned » fyljqgspent 1a) 
day at their meeting here. colonel in June of that yea panding 
Several clubs are seeking mem- nk F tising 1 
bership, it was announced, and STANLEY K. WILSON Bendix 1 
now are awaiting calls from the)” yey York. Nov. 21.—< The } 
district officers. Local clubs will Witdes Wilson, tore -— Stanley says tha’ 
look after organizations in neigh- | CC®! "¥son, tormer vice-presi- Hr: , 
cia ores ; 8") dent of Charles Dallas Rea, gpation ! 
boring territories this year. Company, Naw. York, and peace manner 
District plans for the future inet four months with = Pr Bendix : 
follow the program suggested by Fertig & Co., New York di ,  uce Rit for tr 
the Advertising Federation of|\o. 47. Aithor of several gn untair ¢ 
America in a set of resolutions including “Winning aad Howe’ o do s 
embodying a pledge to continue | ;_ Advertising and Sellinc Me respectiv 


club efforts in aiding efforts to 
| win the war, establish peace and | 
| preserve American ideals and in- 


| Wilson at one time was copy ex. 
| ecutive with Newell-Emmet Com- 


< 


panies: 
cided. 


| pany, and prior to that creative . 

stitutions in postwar years. “ti : seul la aie is Sa 
Rowland Broiles, Fort Worth, ye age pe Erwin, Wasey & Co, On th 
was succeeded as governor of the ” on. Lak ve 
Tenth District by W. R. Laughlin, = 5 ae 
Houston. Gus Brandborg, Tulsa, Foy Rejoins Chrysler; oe 
Okla., was elected first lieutenant| Bleicher Advanced ompany 
| governor and Richard Hales, Lt. Col. Byron C. Foy, formeriito the né 
| Shreveport, La., second lieutenant} president of the De Soto divisionfe adde 
governor. | . of Chrysler Corporation, has re-[predeces 
A meeting of directors will be} turned’ to civilian life as Vice-f_continuo 
held in Fort Worth in the spring,| president and a director of themproducts 


| 


| 


Hospitals are staffed and operated by 
groups of specialists, whose advice is essential 
to the executive management. The head of 
the institution cannot be a technical expert 
on every one of the thousands of items which 
must be purchased. 

Your advertising, to be fully effective, must 
reach not only the top executive who has the 
authority to sign the order, but also the many 
specialists whose opinions will be sought be- 
for the order is signed. 

HOSPITAL MANAGEMENT, which is 
passed along to department heads and tech- 
nicians by 80% of its subscribers, as proved 
by a recent survey, provides the penetration 
into the market which is so essential to 
success, 


into the 


It does so because its editorial content is 
designed for the benefit of department man- 
agers and supervisors as well as for the) 
executive management. 

The soundness of this policy is proved by 
our spectacular gains in circulation and ad- 
vertising volume—both far in excess of the 
progress of our contemporaries. | 

You should get our full story from one of | 
our representatives. He can show you how to | 
capitalize upon an outstanding opportunity | 
to build volume sales in a major market. 


GY TULA 


Nanay emeMt 


100 E. OHIO STREET, CHICAGO 11 


lentes EF ancnital F 
Oniy Hospite 


The j 
cation which 1s 


of be 


1 mem er 


th the ABC and Al 


at which time it will be decided 
whether an annual convention will 


New York. 
be held next year. . = 


C. E. Bleicher, 
and general manager of De 
|since 1937, has been 


Huffman Spring Drive 
to Combat Bare Legs | the division, 
Huffman Full Fashioned Mills, ;of operations. 


complete 
Ler Oy G. 


in 


corporation, with headquarters jn 
vice-president 
appointed 


president and general manager of 
charge 


‘luding 

referred 
ompany 
prowth © 
bur comp 
in the u 
“In Ju 
etter to 


Soto 


Pee 1, 


“We have now on our books orders for 
die moulds, plus plastic products from other 
moulds already completed, which will mean 
increased and immediate post war, produc- 
tion over and beyond the capacity of our 
present facilities.” | 


Worcester is dotted with industrial firms 
whose post war prospects indicate either 
steady, continued employment or actus! 
increases. Count on the major Worcester 
Market for post war stability — for reacy 


buying income. ‘ 


Blanket coverage of this téarket is availa! 
with the Telegram-Gazette’s circulation: ov 
130,000 Daily, over 80,000 Sunday. City Zo 
Population: 235,125. City and Retail Tradi 
Zones: 440,770 


He TT cecreR nacnacuuserte 


WORCESTER, MASSACHUSETT 
GEORGE F Boon Publisher- 
ASSOCIATES, NATIONAL REPRE 


OWNERS of RADIO STATION WTAG 


| Morganton, N. C., through Norman | | vice-president in charge of salesi™nc., ob; 
| D. Waters & Associates, New York,|of De Soto, has announced his{atter w: 
will step up advertising next | retirement, after 16 years’ serv-M§n its ad 
spring, using fashion magazines to| ice, to devote his time to personalftion of 
show the advantages of stocking-| interests. He had also served with—s result 
| clad legs. Among the publications} Chrysler Corporation as ninds of 
_to be used will be Charm, Glam-| president of the Plymouth divisionffacturer 
|our, Harper’s Bazaar, Madem-|and vice-president of the Chryslerfmade by 
oiselle, Seventeen and Vogue. | division. any. It 
appropri 
aken un 
~ WORCESTER, MASS S——— Be name 
“Subse 
lad faile 
we requé 
ces, In 
@ ourt act 
btain j 
he matt 
neces, Ini 
here. A 
POST WAR PRODUCTION... ion Cor 
n Ohio \ 
NO RECONVERSION TIME-LAG = Be=peny 
bess, and 
m that s 
“Bendi 
loW ina 

' laim in 
Phillip Graham, President of one of <jaen 
Worcester’s fastest growing young indus- Sed : 
. > 20mMme AL 
tries — Worcester Moulded Plastics:Co. — as bys 

. . nc t > 
vouches for his company’s share in the post chee 
war stability of Worcester. eigen 

vering 
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Adver 

Bendix Aviation 

Sued by Bendix 
ome Appliances 


(Continued from Page 1) 

ut that the aviation company later 
<old out its interest. Relying upon 
‘he consent and with the knowl- 
Hedge of the aviation company the 
sMhome appliances company “has 
= spent large sums of money in ex- 
manding its facilities and in adver- 
tising its products under the 
Bendix name,” it said. 

The home appliance company 
*Y Beays that “Bendix Aviation Corpo- 
'-@ sation now has objected to the 


\@nanner of its use of the name 
€Mpendix and has threatened to sue 
ce + for trademark infringement and 
re 


nfair competition, but has failed 

o do so,” and urges that “the 
18 Brespective rights of the two com- 
Ir, panies should be judicially de- 
< cided.” 


ve Says Rights Unlimited 


On the other hand, in a state- 
ment released in Detroit, Ernest 
R. Breech, president of Bendix 
Aviation, said that the appliance 
ompany had “only a limited right” 
to the name in the appliance field. 
e added that his company and 
mredecessors had used the name 
ontinuously since 1910 on various 
products of its manufacture, in- 
inggcluding radio equipment, and 

referred to the home appliance 
ompany’s suit as “clearly an out- 
prowth of efforts first made by 
bur company to eliminate confusion 
in the use of Bendix’ name.” 

“In June, 1943, we addressed a 
etter to Bendix Home Appliances, 
Inc., objecting to the way the 
atter was using the name Bendix 
n its advertising as being in viola- 
ion of our company’s rights, and 
ps resulting in confusion in the 
ninds of the public as to the manu- 
acturer of the washing machine 
nade by the home appliance com- 
any. In this letter we stated that 
pppropriate legal action would be 
aken unless the improper use of 
he name Bendix was discontinued. 

“Subsequently, after discussions 
lad failed to reach an agreement, 
we requested Bendix Home Appli- 
bnces, Inc., to accept service for a 
ourt action in New York State to 
btain judicial determination of 
he matter. Bendix Home Appli- 
' nees, Inc. refused to accept service 


here. As a result, Bendix Avia- 
ion Corporation retained counsel 
n Ohio where the home appliance 
ompany is qualified to do busi- 
bess, and was preparing to file suit 
mn that state. 

“Bendix Aviation Corporation is 
bow in a position to file a counter- 
faim in New York State and has 
structed its counsel . . . to do 


Mr. Breech said that Bendix 
iome Appliances, Inc. was organ- 
red by separate interests in 1936, 
nd the Hydraulic Brake Company, 
Subsidiary of Bendix Aviation 
rporation, transferred to it cer- 
ain patents and patent rights 
vering the manufacture of the 


COLLINS, MILLER & 
HN TCHINGS 


P©OTO-ENGRAVERS 


’ ff 
(2. North Michigan Avenue 


——. 


‘Cage 1, Ilinois wee cece 
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washing machine in exchange for a 
minority stock interest in the latter 
company. He emphasized that 
Bendix Aviation had invested no 
capital in the new enterprise. In 
1940 Bendix Aviation disposed of 
its stock in Bendix Home Appli- 
ances, Inc., and has since had no 
connection with the latter com- 
pany. 


Coffee Group Hits 


Morton-Worcester 

Current advertisements of Wor- 
cester Salt Company, New York, 
and its parent organization, Morton 
Salt Company, Chicago, that a 
pinch of salt in the brewing of 
coffee will improve the flavor have 
spurred the coffee industry to a 
positive denial of this claim. 

J. Rosenthal, executive director 
of the joint coffee promotion com- 
mittee of the Pan-American Coffee 


Bureau, stated that as the result of 


a series of scientific tests conducted 
under the supervision of the brew- 
ing committee of the National 


that no benefit could result which 
could not be gained by adding salt 
to the finished brew in the cup. 


Pillsbury Names Two 


for Postwar Products 

H. W. Files, vice-president in 
charge of sales and advertising for 
Pillsbury Mills, Inc., Minneapolis, 
has announced appointment of 
McCann - Erickson, Minneapolis 
(present Pillsbury agency), and 
Leo Burnett Company, Chicago, 
“to assist in initial phases of plan- 
ning, testing, advertising and mar- 
keting a new group of postwar 
products.” 

McCann-Erickson will continue 
to handle present campaigns, with 


the exception of Farina, 


food field, it is understood, and 
Coffee Association, it was proved | will probably include ready-to-eat 


cereals. 
‘Worthington Appoints 


pointed assistant 


Harrison, N. J. 


Kulberg to Morgan 


assistant to Thomas H. eck, 
president of Crowell-Collier Pub- 
lishing Company, and _ recently 
Pacific Coast manager of Woman’s 
Home Companion, has joined Ray- 
mond R. Morgan Company, Holly- 


wood, in an executive capacity. 


which 
will be handled by Burnett. The) 
new products will all be in the| 


Thomas Morrison has been ap- 
manager in 
charge of publicity of Worthington 
Pump & Machinery Corporation, | 
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“Vox Pop’ in 248 Dailies 


Emerson Drug Company, Balti- 


|/more, is featuring Bromo-Seltzer’s 
| “Vox Pop” program in a campaign 
|in more than 248 metropolitan 


dailies with a combined circula- 
tion of 56,000,000. The campaign 
will run in evening papers each 
Monday through Jan. 1. It will 


|deliver more than 500,000,000 ad- 


vertising messages, each with a 
reminder on Bromo-Seltzer’s three- 
way headache relief. McCann- 


| Erickson, New York, is the agency. 


Carl Kulberg, for many years MULTIGRAPHING—FILLING-IN 
c 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8656 


wr apologles 


TO 


Patil Revere 


Getting there first with the news is a formula for which we give 


credit to a gentleman by the name of Paul Revere. 
Today, it takes a fast-working, highly-organized service like NPN 


to completely round up and disseminate a// the news of and for all 


of the oil industry ... 


and get there with it first. 


NPN news bureaus are connected by teletypes operating around the 


clock. The editor-in-chief covers the most important news events in 


person. . 


. even to the laying of the Army Pipeline through France. 


He goes where the news is! And NPN subscribers get the news, con- 


cisely told, in every week’s issue . 


.. daily by OILGRAM if desired. 
Our apologies to Mr. Revere for going him one better . . . our thanks 


to subscribers and advertisers for their approval of the oil magazine 
that gets there with the most news first! 
National Petroleum News, 1213 West Third Street, Cleveland 13, O. 


scribers 
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The Helleats Are On The Prowl.......................... Buick Div. of General Motors 


Twenty-odd months of designing, building, testing, perfecting—now they're in battle... 
30 m.p.h. faster than a German tiger tank—and they can smash one several miles away. 


ee La and ka ease bk Od Ree RW Nee bse ROE B. F. Goodrich Co. 


Lubricate a bearing with muddy river water? 


The Waste That Makes Haste.................. Pe ee eee eee American Cyanamid Co. 


Speed the production of high octane gasoline with sweepings from the factory floor? How? 
A technological fairy tale that’s true! 


You Can Be a Delegate at the Peace Table............................ The Blue Network 
The peace will be decided between 260,000,000 ears. 


When Cows Start Giving Suits and Dresses........................ Harry Ferguson, Ine. 


—and plastics come from soybeans, and rubber tires are made of grain and cotton— 


when agriculture becomes a chief source of raw materials for industry—what then? 


How to Run a Business with Blank Paper........... Addressograph-Multigraph Corp. 
Not by mirrors or master minding, but a master sheet. 

Only the Rain Will Be the Same. ...............ccccsccccccccccceees Interchemical Corp. 
Thunder showers after the war will be just as wet, but you'll be drier. 

When Whistle Stops Become Ocean Ports.................... MeDonnell Aircraft Corp. 
In tomorrow's peacetime world, there will be no “‘inland’’ towns. 

20-Million Rubber Trees for Los Angeles........................... The White Motor Co. 
Man-made plants—hauled in trucks—producing in less time than it takes to grow one tree. 

What Have Oysters To Do With Light?.................... Mathieson Alkali Works, Ine. 
... or with transportation, construction, packaging? 

So They Turned the Ocean into a Well.............................. Borg-Warner Corp. 


Water from the sea or from stagnant ponds . . . when G.I. Joe gets it, it’s pure. 


® These, of course, are just a few “headlines of headliners’—with graphic 
illustrations, fine display—designed to capture attention for intriguing impor- 
tant messages that will interest and enlighten those who manage the affairs of 
American Business. Through these advertisements, Management becomes aware 
of research achievements in metals, rubber, glass, wood, chemicals, plastics 
. . . of war-born developments in new products, new methods, new uses— 
and a bridge of understanding is built between management to management. 
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FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 


MEN. 85% OF FORTUNE'S subscribers are management men—and survey after survey shows that in FORTUNE 


the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 
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advertising Age, November 27, 1944 


SAFEWAY NIGHT—Campbell Soup Co., sponsor of the “Jack Carson Show" 

over CBS, played host to more than 900 members of the Safeway Employes 

Association of Safeway Stores at the Nov. 8 broadcast and a repeat had to be 

scheduled for Nov. 15 to accommodate the crowd. At the first "Safeway Night" 

are, left to right, J. M. Vanderford, Campbell's district sales manager; Carson, 

star of the show; C. W. Haviland, Pacific Coast sales head for Campbell, and 
Ralph Pringle, division manager for Safeway. 


WOODCUTTERS WANTED—Paul V. McNutt, chairman of the War Manpower 

Commission, reviews with WMC officials a kit of campaign materials to recruit 

woods and mill yard workers for the pulpwood industries. A thousand local 

offices of WMC and U. S. Employment Service are now using newspaper, radio 

and display material to aid the campaign. Left to right: William W. Bardsley, 

hief of the rural industries division; John K. Collins, director of the bureau 
of placement, and Mr. McNutt. 
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SUBSCRIPTION WOW a Savings Stamps 


_MACTORY LOAN 


WEEDS RECRUITS for CROUND STAFF and WAAAF 


“SIAN POSTERS—Government advertising still forms a great part of 
' business in Australia, as witness these recent 24-sheet posters for 
Coal” campaign, 2nd Victory Loan and RAAF recruiting drive. These 
are cited by Colin C. Brittain, manager of Roffs-Poster Advertising, 

Sydney. 
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Prescription Serviee Whar greater proat of prafessions! 

contistemee ix there, than the tact chat mil/iony of 

presnipiaons are filled at Walgreors very your? You, too, 

can place full confidence in your Wugrcen Phamwie 

Winigrrier's Diepead.ntle Prov rycen Servase 1 offirres! by 
dat Sere fovatind be MA cecare oF slate 


CONFIDENCE—Walgreen Drug Stores 

adopts national advertising, via the 

Journal of the AMA, to point up the 

professional confidence lodged in the 

prescription service offered by its 441 
stores. 


A pinch of IVORY SALT 


in the 


mokes a better = of coffee 


at 


IVORY SALT ¢ 
COFFEE f 


TWO FOR ONE—Aimed to sell two 
grocery items with one effort, is this 
display of Worcester Salt Co., New 
York, featuring Ivory salt with coffee. 
This is one of four available along with 
three-foot banners for food store use. 
The company is also using 135 news- 
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(oor! new PUCKAGE DESIGNS 


NEW LABELS FOR THE BORDEN 


s Writ i FAMILY OF COCKTAIL SPREADS! 
% CANT MISS BORDEN S / —- — 


(WERE LOOKING ANEAD FOR 
2 BOTH OF US/ 


by ’ j 
$) Swiss 


Pesiearices PROCESS CHEESE 
na es mamen commen orm a 


| 


Pimento 


eo PROCESS CHEESE | 


: j ’ 
AND WE'RE GIVING BORDEN'S CHEESE RETAILERS THE 


STRONGEST ADVERTISING PROMOTION IN OUR HISTORY... > 


NEW PACKAGES—NEW LABELS—With four full-color pages in business pub- 

lications, Borden Co., New York, is telling food retailers of its extensive 

promotion of Borden cheese products. The company has designed colorful new 

packages for its half-pound sizes and new labels for its family of cocktail spreads 

in glass jars. The Borden show, ‘Happy Island," starring Ed Wynn on the 

Blue Network, and a long list of magazines and newspapers are being used. 
Young & Rubicam is the agency. 


~ WATIDWAL ASSOCIATION GF BROADCASTERS — 
AMERICAN ASSOCIATION OF AOVERTISING ASENGIES 
ASSOCIATION BF NATIONAL ADVERTIER” 


SYMBOL OF COOPERATION—Hugh Feltis, chairman of the National Asso- 
ciation of Broadcasters’ research committee and manager of KFAB, Lincoln, 
points to the shield of the NAB's newly created Broadcast Measurement Bureau 
symbolizing cooperation between the NAB, Four A's and the ANA. Look 
on are three other NAB members who are active in the new bureau's rac 
coverage policies: (left to right) Dr. Frank Stanton, vice-president, CBS, Ne 
York; J. Harold Ryan, NAB president, and Frank Russell, vice-president, NBC 
New York. 


NACULUM : | 


‘Lguar of the Fa 
Dest quality is 


EXTRAORDINARY EXCELLENCE—Webster says it means worthy of consump- 

tion to the last drop, so Conrad, Inc., St. Louis, maker of Laurel Springs, 

adopted “supernaculum" for this painted board. It was “discovered” by Lt. 

John F. Conrad Ill, USN, former vice-president and sales manager, while 

thumbing through the dictionary while enroute to Europe. Padco, Inc., is the 
Conrad agency. 


papers to tell its story. 


sieaneenesticnititensinltioct 


AT ANA MEETING—Photographed at the annual meeting of the Association of National Advertisers in New York (AA, 
Nov. 20) are: (1) Harry Warren, Edison General Electric Appliance Co., Chicago; (2) James Peirce, John Hancock Mutual 
Life Co., Boston; (3) Fred Wahlstrom, ANA; (4) Frank Ennis, America Fore Insurance & Indemnity Group, New York; (5) 
Stuart Peabody, Borden Co., New York; (6) Roger Greene, Philip Morris & Co., New York; (7) Leonard Smith, Tubize 
Rayon Corp., New York; (8) Paul West, ANA president; (9) Sam Boyer, New York, New Haven & Hartford Railway Co., 
New York; (10) A. M. Stewart, William Carter Co.; (11) T. H. Young, U. S. Rubber Co., New York; (12) Henry Metz, 
Adressograph-Multigraph Corp., Cleveland; (13) E. H. Cook, Seiberling Rubber Co., Akron; (14) Joseph X. Kennelly, 
Canada Dry Ginger Ale, Inc., New York; (15) O. A. Shortt, P. H. Hanes Knitting Co., Winston-Salem; (16) R. J. Rountree, 
A. B. Dick Co., Chicago; (17) R. D. Handley, Sylvania Industrial Corp., New York, and (18) William L. Carter, William 


Carter Co., Needham Heights, Mass. 
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HAWAII'S strategic position in Pacific warfare is an 
indication of the part she will play in postwar commerce. That 
bright future, however, is by no means solely dependent on activi- 
ties connected with the establishment and maintenance of Army 
and Navy bases. 

For instance, latest civilian population figures based on 
Office of Civilian Defense registrations show that Hawaii now 
has a population of a half million— with over 60% concentrated 
in Honolulu County. Further, postwar development of trade with 
the far eastern countries will emphasize the strategic importance 
of Hawaii. And, as always, her thriving pineapple and sugar in- 
dustries, her attraction as a vacationland, will continue to provide 


the sound, deep-rooted basis of Hawaii's prosperity. 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
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This busy, wealthy American territory is an important market for By) )" 
nationally known merchandise. So pin-up Hawaii on your sales 
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map. You cannot affotd to overlook it. Remember, the newspaper! Bent: 
. PA “4 
best fitted to carry your message is the Honolulu Star-Bulletin. BfEither ¢ 
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. * ° IT 
In Honolulu where the concentrated population of Hawaii 15, Jv pub 


the Star-Bulletin has a carrier delivery to 9 out of 10 homes 
‘ 1940 
1 teleph 

li 


Honolulu Star-Bulletin 


OVER 150,000 DAILY CIRCULATION Ss 


HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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